CHICAGO 


PUBLISHED 
WEEKLY at 537 


S. DEARBORN ST. 
HAR. 7504 


—_— 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1982, at the postoffice at Chicago, Ill., under the act of March 8, 1879. 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AV. 

MO. 4-1572 


Vol. 3, No. 43 


OCTOBER 239, 1932 


5 Cents a Copy, $1 a Year 


Rough Proofs 


The great sensation of the presi- 
dential campaign thus far is the de- 
cision of Alfred Emanuel Smith to 
pronounce it ra-dio. 

7, FV F 


“Life Begins at Forty” has caused 
a great deal of excitement, the pub- 
lishers say. Especially among the 
girls of the class of 1890, who have 
now been encouraged to start count- 
ing all over again. 

7 Vv FY 


D. F. Kelly says that department 
store saleswomen have no idea why 
the Gillette blue blade is better than 
the other kind. Neither have I— 
and I’ve used ’em. 

> © F 


The prune, the growers sadly 
muse, has remained merely a symbol 
of the boarding-house breakfast. Why 
not compete more aggressively for 
the market served by Post’s Bran 
and Fleischmann’s Yeast? 

vvy 

If circulation guarantees are to be 
required, the newspapers suggest, 
there should be provision for bonuses 
as well as rebates. Sounds reason- 
able, but unfortunately this is a poor 
year for bonuses. 

, + | 

One of the most pathetic spectacles 
of the modern world is that of 
George H. Babbitt struggling in a 
convention speech with the intrica- 
cies of “statistics,” “statistical” and 
“statistician.” 

‘ vvy 

Nature in the raw is seldom mild. 
If you don’t believe it, just watch a 
couple of hungry salesmen battling 
for an exclusive advertising contract. 

vv¥sey’ 

Omega Oil startled the old-timers 
by publishing a picture and testi- 
monial of James J. Jeffries, current 
about 1905. One thing the picture 
proved was that Jim actually did 
have plenty of hair twenty-five years 
ago. 

- FF F 

0. C. Harn changed an A. B. C. 
deficit of $53,968 in 1931 to a sur- 
plus of $36,796 in 1932, thereby earn- 
ing the endorsement of Rough Proofs 
for Secretary of the Treasury in the 
next administration. 

~ © @ 

The statistical sharks have been 
puzzled by the fact that while 35 per 
cent of the cars are registered by 
women, only 16 per cent figure in 
their gasoline purchases. That’s easy 
—papa can always drive the car 
when mamma finds the tank is 
nearly empty. 

vv¥sey’ 

The real problem which may con- 
front the brewers before long is 
whether to try to convert an enthusi- 
astic home brewer and malt buyer 
into a customer for Brauhaus bier. 

- VF 

The agency, Raymond Rubicam 
Says, is an advertising service sta- 
tion. And fortunately, most of them 
dispense anti-knock fuel exclusively. 

7 Vv F 

A recent convention speaker, desir- 
ing to placate all opposition, made 
this big-hearted proposal: 

“We'll either talk you out of your 
views, or we’ll talk you into ours.” 

yy, VF 

ADVERTISING AGE refers to “shrink- 
ing profits.” This suggests a quality 
of extreme modesty which may, after 
all, account for their almost complete 
disappearance. 

vvey 

Edgar Kobak declares that the 
average salesman is afraid to ask 
for an order. Hey, Ed—how about 
fifty-two pages? Cory Cus. 


Chrysler Starts Drive on New Model 


SELF REGULATION 
IS PROPOSED BY 
OUTDOOR FIELD 


New Division on Painted 
Display Created 


French Lick, Ind., Oct. 28.—Public 
relations occupied the center of the 
stage at the forty-second annual con- 
vention of the Outdoor Advertising 
Association of America, Inc., which 
closed this afternoon. 

Principal interest centered in a 
proposal of George W. Kleiser, of 
the Foster & Kleiser Company, San 
Francisco, president of the associa- 
tion, to provide self-regulation of 
outdoor advertising in the form of 
a model license law which would 
standardize the medium insofar as 
state regulations, license fees, taxa- 
tion, etc., are concerned. 

The exact provisions of the pro- 
posed model statute have not yet 
been finally approved, but the con- 
vention was thoroughly in sympathy 
with the ideas of Mr. Kleiser and 
his associates on the board of di- 
rectors, as it was felt that action of 
this kind would not only anticipate 
possible regulatory movements from 
unfriendly sources, but would also 
tend to eliminate illegitimate and at 
present unregulated sniping and 
other unapproved forms of outdoor 
advertising. 

Another important action taken at 
the convention provided for the es- 
tablishment of a division of the asso- 
ciation to be devoted to painted dis- 
play. The promotion of this medium, 
especially from the standpoint of bet- 
ter standardization of costs, methods 
of production, etc., is believed to be 
especially needed. Advertisers were 
reported by Outdoor Advertising, Inc., 
whose president, Kerwin H. Fulton, 
spoke on the national advertising sit- 
uation at the convention, to be much 
interested in this form of outdoor ad- 
vertising, but to be handicapped in 
its use by lack of information and 
lack of uniformity in handling the 
business on the part of the industry. 


Heads New Division 


B. W. Robbins, president of the 
General Outdoor Advertising Com- 
pany, Chicago, was elected vice-presi- 
dent in charge of the important new 
division on painted display. 

All of the old officers were re- 
elected unanimously. The outdoor 
industry now finds itself in an im- 
portant period of transition and de- 
velopment, with many problems, 
concerned with public relations, the 
standardization and improvement of 
the medium, and education of the 
advertising field with reference to 
the use of all forms of outdoor ad- 
vertising, and apparently believes 
that in Mr. Kleiser it has found a 
man who will lead it to success. 

Other officers re-elected were as 
follows: 

W. Rex Bell, Terre Haute, Ind., 
vice-president; H. C. Macdonald, 
Walker & Co., Detroit, vice-presi- 
dent; J. B. Stewart, Clinton, Ia., vice- 
president; P. L. Michael, Houston 
Poster Advertising Company, Hous- 


(Continued on Page 18) 


Chicago, Oct. 27—While test cam- 
paigns are a favorite device of ad- 
vertisers, A. N. Steele, recently ap- 
pointed advertising manager for 
Standard Oil Company of Indiana, is 
contenting himself with no less than 
five, running simultaneously. 

Furthermore, the ingredients used 
in these tests were prescribed by 
users of gasoline. The company, as- 
sisted by its two advertising agen- 
cies, asked thousands of motorists 
which advertisements they read and 
which most impressed them. 

All current gasoline copy was 
mounted on cardboard for the tests, 
the investigators noting the replies 
on the back. Since Standard Oil of 
Indiana had no advertising running 
at the time, its copy did not figure in 
the survey and there was nothing to 
prevent the motorist from expressing 
his opinion frankly. 

From this preliminary excursion 
into the realm of research, Mr. 
Steele learned a great deal about 
gasoline and gasoline advertising 
and the buyer’s views of both. His 
current campaigns are designed to 
determine how effectively this knowl- 
edge may be capitalized by S. O. I. 

Three of the tests are being placed 
by the Chicago office of McCann- 
Erickson, Inc., in St. Louis, Minne- 
apolis and the Mankato sales district, 
the other two by Stack-Goble Adver- 
tising Agency in Kansas City and 
Detroit. 

Use Full Pages 


Full pages are being used in all 
newspapers in all of these cities, 
being divided between black and 
white and rotogravure. The news- 
paper copy is being blended with al- 
most every conceivable local medium 
to determine whether it is most 
efficacious when used alone, or with 
direct mail or radio. 

In addition, the St. Louis campaign 
is taking three distinct slants, dis- 
cussing the company’s complete line, 
service and improved Red Crown 
Gasoline. 

The service campaign ended this 
week, with Ted Box, of Standard Oil 

(Continued on Page 19) 


Standard Oil, Shell 
Vie in Copy-Testing 
And Research Effort 


French Lick, Ind., Oct. 25.—The 
Shell Petroleum Corporation, St. 
Louis, has undertaken copy-testing 
on a huge scale, believed to be the 
largest ever used as a means of in- 


ne 


Paul Ryan 


suring the use of the most effective 
appeals in selling gasoline and mo- 
tor oil, and of learning what the 
consumer of these products thinks 
about. 

Paul Ryan, manager of the sales 
promotion and advertising division 
of Shell, told the Outdoor Advertis- 
ing Association of America, Inc., 
about its program today, and re- 
vealed that the most effective single 
gasoline advertisement of 1932 has 
already been determined. It is the 
poster featuring an attractive little 
girl saying, “Course—My Daddy uses 
Shell.” 


Is Far Ahead of Others 


Consumer researches have shown, 
it was stated, that this poster repre- 
sented 75 per cent of all remembered 
Shell advertisements, and likewise 
that it accounted for 45 per cent of 

(Continued on Page 18) 


ager. 


with dual accounts. 


Last Minute News Flashes 


“Times,” “Herald Tribune” Cut National Rate 


New York, Oct. 28.—New York.Herald Tribune today announced a 
reduction of five per cent in its national rate and two cents a line on its 
local rate on full run display, effective Nov. 1. 

New York Times also announced a discount of five per cent to national 
advertisers on annual contract, and additional discount of five per cent 
on annual contracts for 100,000 lines or more. 
Nov. 1 and until further notice, and will be credited on monthly statements. 


Buick-Olds-Pontiac Shifts Again 


Detroit, Oct. 28.—Buick-Olds-Pontiac Sales Co. today announced the 
plan of having a sales manager for each car. G. H. Wallace, former western 
sales manager, becomes Buick sales manager; R. N. W. Shaw, former Olds- 
mobile advertising manager, becomes Oldsmobile sales manager; R. K. 
White, former B-O-P eastern sales manager, becomes Pontiac sales man- 


Both discounts are effective 


Vv. C. Havens, formerly Oldsmobile account executive at Campbell- 
Ewald Co., becomes Oldsmobile advertising manager. 
placed in charge of development of the dealer organization in connection 


G. R. Browder is 


RADIO MEETING 
TO INTRODUCE 
NEW PLYMOUTH 


National Advertising Copy 
to Break Nov. 17 


New York, Oct. 27.—One of the 
most unusual sales meetings of all 
time will be held next Tuesday, Nov. 
1, when De Soto, Dodge and Chrysler 
dealers throughout the United States 
and Canada will listen to a *broad- 
cast from New York in which Walter 
P. Chrysler and other Chrysler 
Motors executives introduce the new 
Plymouth Six and talk on sales plans 
for the coming year. “Listening in” 
meetings will be held in 25 key 
cities. 

It is estimated that more than 
75,000 persons concerned with the 
sale of Plymouth cars will listen in 
on the broadcast, which will start at 
i o’clock in the afternoon over a 
CBS network. 

_A unique feature of the. broadcast,- 
which has been called to the atten- 
tion of radio editors, is that it will 
be covered by the first insurance 
policy ever to be taken out for a 
radio program. A $500,000 financial 
guarantee by the National Surety 
Company will protect the sponsors 
against wire breaks or failure of 
equipment. 

The broadcast has been heralded 
to dealers by booklets portraying fea- 
tures of the new car and outlining 
the corporation’s merchandising pro- 
gram for the introduction. 


Large Campaign Planned 


More than 1,200 newspapers and 
magazines will be used in the formal 
public announcement, Nov. 17, which 
will feature a message from Walter 
P. Chrysler and will show him 
fondling the hood of the new car. In 
addition to radio, outdoor and direct 
mail will be used. 

Promotion to the trade is being 
carried out in a “battle front” vein. 
Announcements are labeled, “Sealed 
orders from Plymouth headquarters.” 
The same theme will be carried over 
into consumer advertising when 
famous war correspondents will 
“cover” the new car drive. 

A teaser window display campaign 
is scheduled to get under way Oct. 30, 
with a mystery query, “Is this Amer- 
ica’s next number one car?” Auto- 
mobiles wrapped in cellophane will 
roam the streets carrying the same 
promotional question. 

With the unveiling, the new model 
will be described as “Plymouth— 
America’s number one car.” 

The famous “Look at all three” 
slogan will be changed to the more 
certain “Plymouth sets the pace for 
all three.” 

Like De Soto advertisements, copy 
will be pictorial in character, con- 
sisting chiefly of illustrations of the 
car photographed with plenty of 
male and female human interest 
amid interesting surroundings. 

In announcing the radio confer- 
ence, Mr. Chrysler pointed out that 
the company has one of the most im- 
portant business matters in its his- 
tory to discuss with its dealer or- 
ganizations simultaneously, and that 
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October 29, 1932 


radio was chosen because of the ex- 
pense and effort involved in having 
representatives present at a personal 
conference. 

“The radio meeting will be con- 
ducted in two parts,” Mr. Chrysler 
announced. “The first hour will be 
devoted to a dramatized presentation 
depicting the evolution of the new 
Plymouth Six in the plant at Detroit. 
It will be divided into several scenes 
earrying the listeners through vari- 
ous departments of the factory. Ex- 
ecutives of the corporation will con- 
duct the presentation. 


Answer Dealers’ Questions 


“The second half of the program 
will be on the air from 2:45 to 3:15 
P. M., and during this half hour 
dealers’ questions will be answered. 
The interval between the two parts 
of the program has been arranged to 
permit Plymouth dealers to telegraph 
their questions to New York. The 
entire broadcast will be knit into a 
unified business conference.” 

The public will be informed of the 
radio novelty with a 900-line “apol- 
ogy” appearing in newspapers in 25 
cities the afternoon of Oct. 31 and 
the morning of Nov. 1. Headlined, 
“Plymouth apologizes to the radio 
public for taking time on the air to 
tell 7,232 dealers about Walter P. 
Chrysler’s new Plymouth,” the adver- 


Se 


This illustration is typical of the type of man-and-woman, human in- 
terest photographs which will feature advertising of the new 
Plymouth Six. 


tisement voices this psychological | quaint dealers with the story and 
spur: specifications of the new Plymouth 
“Primarily the broadcast is a busi- | car. 


ness affair. Its purpose is to ac- “But because the radio is a public 


TRENTON OUTSTANDING 


DEPRESSION NOTWITHSTANDING 


ONE OF 3 CITIES 


IN U. S.—”BEST SALES OPPORTUNITY” 


BEST REPORT AMONG 200 CITIES REPORTING 
159% INCREASE OVER AVERAGE IN ACTIVITIES 
PAST 4 MONTHS FACTORY GAIN 7.71% 


AUTHORITIES QUOTED AS FOLLOWS: 


1 DECEMBER 


‘31, ALEXANDER HAMILTON INSTI- 


» TUTE (BUREAU OF BUSINESS CONDITIONS): 


Reported Trenton as the only city, amongst 200 cities reporting, 
with business conditions described as "Good" and recent trend as 


“Us.” 


JANUARY 


32, BUSINESS ECONOMIC DIGEST: 


= Listed Trenton, N. J., as one of three cities in the United States 
offering the best sales opportunity (Washington, D. C., and Lead, 
S. D. being the other two). 


3 MAY °32, SALES MANAGEMENT: Reported Trenton 


= as exceeding 


by 15% the average business activities of all 


cities in the United States (on the basis of bank debits). Month of 
May was reported as 68.5% of normal in comparison with United 
States average of 53.5%. 


SEPTEMBER 


30, '32, TRENTON INDUSTRIAL BUSI- 


» NESS CONDITIONS REPORT: Showed that employees 
in 39 factories between May and September increased 7.71%. 


ADVERTISE OUTDOORS +i: 


PROFIT BY 


TRENTON AREA 
THIS PURCHASING POWER 


A POSTER AND PAINT SERVICE UNEXCELLED 
INCLUDING A WELL ORGANIZED 


MERCHANDISING SERVICE 


The R.C: Maxwell Co. Trenton NJ 


institution and because we may be 
replacing programs which you hate 
to miss, we have attempted to make 
this meeting as interesting as pos- 
sible. 

“Hearing Mr. Chrysler and other 
officials of the Chrysler Corporation 
explain the details of a new car may 
not be entertainment in the usual 
sense of the word. At the same time, 
sitting on the side-lines of a unique 
form of business meeting may be in- 
teresting.” 

Four models will be featured in the 
new Plymouth line. Described to 
dealers, they are a business coupe, 
convertible coupe, rumble seat coupe 
and a sedan. “Private showings” 
will be held by dealers during the 
two days preceding the formal an- 
nouncement. 

Preparation and presentation of 
the campaign by J. Stirling Getchell, 
Inc., and J. B. Wagstaff, the com- 
pany’s director of advertising and 
sales promotion, is believed to have 
been achieved in record time. The 
Getchell agency was appointed for 
Oct. 1, and the agency itself was in- 
formed of its selection only about 
two weeks before that date. 


New Rates Fail 
To Halt Drop in 


Postal Revenue 


Washington, D. C., Oct. 27.—De- 
spite the 50 per cent increase in 
first-class postal rates which went 
into effect July 6, postal receipts for 
100 “selected” and “industrial” offices 
for the first three quarters of 1932 
were only $243,442,760, compared 
with $271,507,448 during the same 
period last year, Harold N. Graves, 
executive assistant to the Postmas- 
ter General advised Representative 
Mead, chairman of the House Com- 
mittee on Post Office and Post 
Roads, in a letter made public Tues- 
day. 

Most of this reduction in receipts 
occurred before the higher rates 
went into effect, Mr. Graves said, 
pointing out that receipts in the June 
quarter of this year were only $68,- 
899,150, compared with $83,543,317 
last year, while receipts in the Sep- 
tember quarter were $73,410,579 this 
year, compared with $74,301,583 last 
year. 

Claiming that the higher rate of 
postage was responsible for an in- 
crease of $12,288,322 in income from 
the 50 “selected” cities over what 
might have been expected under the 
old rate, Mr. Graves said: 

“The receipts of the ‘50 selected 
offices’ for the September quarter of 
1931 proved to be 52.82 per cent of 
the gross revenue from all offices in 
the United States during that quar- 
ter. If that ratio still obtains the ad- 
ditional revenue from all offices re- 
sulting from the increased postage 
rates will approximate $23,264,000 
for the September quarter, the light- 
est quarter of the year.” 


Jones Heads Publishers 


W. G. Jones, Denham Springs 
News, was elected president of the 
association of editors and publishers 
of South Louisiana at its recent 
meeting. Edwin M. Roy, St. Bernard 
Voice, Arabi, is first vice-president; 
Lynn Hogan, New Orleans Times- 
Picayune, second vice-president, and 
Mrs. Conrad J. Lecoqg, Pointe Coupee 
Banner, secretary. 


Organize New Company 

Tanna-Menthol, Inc., has been or- 
ganized to replace the former Tanna- 
Menthol Co., Tulsa, Okla., manufac- 
turers of atomizers, nose and throat 
preparations, etc. Don Watts, Don 
Watts Advertising, has been named a 
director, and will handle the new 
company’s advertising. 


Open Detroit Office 


Ruthrauff & Ryan, Inc., recently 
named to handle advertising of 
Dodge Brothers division of Chrysler 
Motors, has opened a Detroit office 
at 7430 Second Blvd. 


“Oregonian” Appoints 
Portland Oregonian has named 
Verree & Conklin, Inc., as national 


advertising representative. 


RUSH PLANS FOR 
LOCAL EXHIBITS 
OF ADVERTISING 


Chicago, Oct. 27.—G. Ray Schaeffer, 
advertising manager of Marshall 
Field & Co., promises the Advertis- 
ing Federation of America some 
quick action following his appoint- 
ment as chairman of a committee to 
standardize advertising exhibits of 
local clubs as the basis for annual 
sectional and national competitions, 

Appointed at a directors’ meeting 
of the A. F. A. last Friday, as re- 
ported by ADVERTISING AGE, Mr, 
Schaeffer held a meeting of his com- 
mittee Saturday morning, at which 
views were exchanged and _ the 
foundation laid for the modus 
operandi. 

Mr. Schaeffer is now putting the 
rules into writing for approval by 
his colleagues, after which they will 
be formally promulgated by the Fed- 
eration. 

The selection of the Chicago man 
as chairman is regarded as a par- 
ticularly happy one. Besides being an 
enthusiastic worker in behalf of or- 
ganized advertising, he served as a 
member of the last Harvard Awards 
Jury and was able to observe the 
strength and weakness of that sys- 
tem in action. 

Other members of his committee 
are G. Lynn Sumner, New York 
agent; Charles C. Younggreen, vice- 
president, McJunkin Advertising Co., 
Chicago; O. C. Harn, managing di- 
rector, Audit Bureau of Circulations, 
Chicago; John B. Gaughen, Detroit 
manager, Capper Publications, and 
Edgar Kobak, McGraw-Hill Publish- 
ing Co., New York, as A. F. A. presi- 
dent. 


Bank Devotes Space 


to Want Advertisements 


Commercial Trust Co., Jersey City, 
N. J., is devoting its newspaper ad- 
vertising space to the publication of 
advertisements for needy unem- 
ployed. 

Under the plan, the advertisements 
are mailed to the bank, which pub- 
lishes them, handles the responses, 
and arranges an interview for the 
unemployed person. 


Use Anti-Crease Process 


Sayles Finishing Plants, Ine., 
Saylesville, R. I., is the first cloth 
finisher in the United States to be 
licensed to use the Tootal anti-crease 
process developed in England by 
Tootal, Bradhurst & Lee Co., Ltd. 
The process should open up a large 
market for uncrushable cottons, it is 
claimed. 


S. T. A. to Have Clinics 


Society of Typographic Arts, Chi- 
cago, will sponsor a series of clinics 
during the winter in which those at- 
tending will bring specimens of 
printed matter relating to the subject 
to be discussed. No program will be 
pre-arranged. 


Werntz in Europe 


This year’s advertising art and 
poster classes at the Chicago Acad- 
emy of Fine Arts are receiving the 
benefit of first hand contact with 
European art, forwarded regularly 
by Carl Werntz, president and foun- 
der, who is doing extensive research 
in various art fields in Europe. 


Joins “Game & Gossip” 


Lincoln Dellar has been named 
advertising manager of Game ¢ Gos- 
sip, Los Angeles. Lynn Bramkamp 
has been appointed northern Cali- 
fornia representative for the publica- 
tion, with offices in San Francisco. 


Names Representatives 
The Earth Mover and Tierra Y 


Roca, Aurora, Ill., have appointed J. 
William Hastie, New York and F. W. 


Henkel, Chicago, as advertising reD- 


resentatives. 


Form Jickling & Dow 


John Dow and C. M. Jickling, for- 


merly with Evans-Winter-Hebb, Inc., 


have formed Jickling and Dow, 1214: 


Maccabees Bldg., Detroit. 
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F is embarrassing 


to put anybody on the spot 
but Facts are Facts... 


THE MAN 
WHO BUYS 
FOR CAUSE 


* 
he’s buying 
NOW 


make us prove it 


WRITTEN 


Sooner or later the Big Fellow is going to find out about 
the SALES being made through POPULAR MECHANICS. 


And he’s going to ask his Advertising Manager, 
“Why aren’t WE in POPULAR MECHANICS?” 


And the Advertising Manager is going to say, 
“Dunno—just never thought of it—Agency never 
put it on the list.” 


And the Big Fellow will smile sweetly and say, 
“WHY?” 
YOU tell ‘im. 


You just simply can’t get around the fact that for 30 
years POPULAR MECHANICS MAGAZINE has paid 


its way because of—not inquiries alone —not interest 
—but SALES. 


SALES is all we have to sell you. See records in box 
at right. 


Popular Mechanics Magazine—Chicago: Popular 
Mechanics Building—New York: Empire State Building— 
Detroit: General Motors Building—Boston: 35 Newbury 
Street —San Francisco: 155 Montgomery Street—Los 
Angeles: 117 West Ninth Street. 


POPULAR 
MECHANICS 


MAGAZINE 


sO YOU CAN UNDERSTAND IT 


SOME FACTS - 
YOU CANT GET 
AWAY FROM 


. A circulation made up entirely of 
money-earning males. 


2. A circulation gained entirely 
through editorial interest. 


3. POPULAR MECHANICS has more 
illustrations in each issue than 
any other publication in the world. 
This leads to reader interest in ad- 
vertisements and accounts in part 
for the remarkable results which 

advertisers obtain. 


. Acirculation which does not wear 
out (one advertiser did not miss 
an issue for 15 years). 


5. Records of unparalleled sales re- 
sults that go back 30 years. 


6. Sales records during the past three 
years prove buying habits of POP- 
ULAR MECHANICS readers little 
affected by business barometer. 


. Sales records of TODAY. 


8. POPULAR MECHANICS popula- 
’ tion parallels the wealthier areas 
of the country. 


9. Ask us about most sales per dollar 
of advertising expenditure—results 
that keep the “old timers” in the 
book. 


10. The twelve time rate is $9300- 
more space efficiency than you 
can buy elsewhere for anything 

like the same amount. 
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Depression Has Its Good Points 


More than one advertising execu- 
tive has publicly acknowledged his 
debt to the depression, admitting 
that it was not until the pressure of 
necessity exerted itself that he really 
found out how to get one hundred 
cents’ worth of value from the ex- 
penditure of every advertising dollar. 
So the depression, while not enjoyed, 
has not been an unmixed evil, by any 
means. 

The manufacturer who has been 
compelled to get rid of excess bag- 
gage in the form of high overhead, 
extravagances in methods and organ- 
ization and wastes in advertising has 
learned that it is possible to do busi- 
ness for less than it formerly cost, 
and that it is possible to get far more 
out of advertising than the old guard 
ever attempted. 

The new attitude toward advertis- 
ing is not less hopeful and enthusi- 
astic than the old—it is only more 
practical, and more determined. For 
every man who is still willing to be 
satisfied with generalities on the sub- 
ject of profits in advertising, there 
are now ten who demand to be 
shown, and who insist on taking the 
thing apart to see what makes the 
wheels go ‘round. In the process 
they are finding out a lot of things 
they should have learned a long 
while ago. 

The critical attitude which has 


been adopted toward advertising 
methods extends to every phase of 
the business— markets, mediums, 
copy. Advertisers are digging deep 
for the significant facts which will 
enable them to visualize their mar- 
kets more clearly; they are studying 
advertising costs and checking the 
ability of the mediums of advertis- 
ing to carry their messages effec- 
tively and economically, and they are 
refusing to guess any more than 
necessary on the subject of the copy 
appeals which are expected to sell 
the goods. 

All of this represents a healthy 
attitude, and practically guarantees 
advances and improvements over for- 
mer practices. It is just such a state 
of healthy dissatisfaction as this that 
has been responsible for most of the 
progress of the world, and it is a 
good thing for business and for ad- 
vertising that smug satisfaction is 
no longer being tolerated. 

It is to be regretted that it took 
a depression to stir up the sort of 
activity that is now under way all 
over the country; but since that 
seems to have been the case, it’s 
something to place on the credit side 
in casting a balance. And it is nov 
too much to hope that the clear 
thinking about advertising now being 
done will be retained as a permanent 
point of view. 


When Beer Comes Back 


The October 22 issue of ADVERTIS- 
ING AGE reported a talk by an execu- 
tive of the Pabst Corporation before 
a group of newspaper publishers, in 
which he predicted that from $10,- 
000,000 to $15,000,000 will be avail- 
able for advertising as soon as beer 
of pre-war alcoholic content is legal- 
ized. 

There is no doubt that advertising 
will be able to play a vital part in 
the reconstruction of the industry, 
which formerly was one of the most 
important in the country, from an 
advertising as we!l as an industrial 
standpoint. 

The first job which advertising 
will be able to do for the brewers is 
to help them to maintain favorable 
public opinion. They have doubtless 
learned the lesson that public good 
will is their most essential asset, and 
plan to guard jealously the good 
mame of the industry. Advertising 
alone will not create good-will, but 
proper trade policies, explained and 
promoted through advertising, will 
accomplish that objective. 

Next will be the enormous task of 
creating new habits with respect to 


the purchase and consumption of 
beer. It has been nearly fourteen 
years since pre-war beer was a legal 
beverage. Almost a new generation 
has arrived. New products and new 
methods of distribution must be ex- 
plained, described and made attrac- 
tive. 

The third primary job for adver- 
tising will be to create demand and 
acceptance for ‘individual brands. 
Some of the great names of pre-war 
days in the brewing field are now 
almost forgotten. New names will 
compete with them for public favor. 
The competition for preference will 
be carried on _ vigorously, even 
though to begin with there may be 
only 188 breweries to supply the de- 
mand, as compared with the more 
than 1,100 which formerly supplied 
the market. 

The period immediately following 
the legalizing of beer will involve an- 
other interesting social experiment, 
and a leading role will be played by 
the advertising men who have an 
opportunity to participate in the re- 
building of a billion-dollar industry. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 443. The National Home Monthly 
Circulation Analysis and Distribu- 
tion. 

To give a true picture of the na- 
tional character of this circulation 
in Canada this booklet presents com- 
plete and detailed information on the 
circulation of National Home Monthly 
as of September, 1932, in every pro- 
vince in Canada, in towns of 10,000 
or more and in every town of 1,000 
or more persons. 


No. 444. About Forbes Magazine. 

This booklet is described as “a 
brief description of what the reader 
gets; how he feels about it; who he 
is, and what he does.” It contains 
a detailed analysis of the editorial 
plan behind the publication;  evi- 
dence of reader interest; a careful 
breakdown of the professional or 
business connections of readers, 
based upon four investigations, and 
an analysis of their titles. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 

This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


441. Yes! 

“We were sure the new McCall’s 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We’ve read ’em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 


414. Iowa Grocery Outlets. 

This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


No. 428. Business Now Going On in 
the Basement. 

“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 
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ARE ADVERTISERS OVERLOOKING A BET? 


Voice of the Advertiser 


Hall Calls Attention to 


Trade Commission Letter 

To the Editor: You set forth in 
your issue of Oct. 15 that the Fed- 
eral Trade Commission a number of 
years ago dismissed a certain com- 
plaint “on the grounds that adver- 
tising is not interstate commerce and 
the Commission had no jurisdiction.” 

In a recent letter to me the sec- 
retary of the Federal Trade Commis- 
sion, reviewing the case referred to, 
makes it clear that the Federal Trade 
Commission did not then accept the 
conclusion that national advertising 
may not be of the character of in- 
terstate commerce and does not now 
admit that conclusion. 


S. Rotanp HALL, 
Charis Corp., Allentown, Pa. 
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Reynolds Believes 
Study Will Help 


To the Editor: The study of 
agency compensation now being 
made by James W. Young is highly 
commendabie and should clear up a 
great many misunderstandings be- 
tween leading advertisers, agencies 
and publishers. 

The results of this study undoubt- 
edly will be of tremendous value to 
all those interested in advertising, 
and I believe it also will prove the 
value of the present-day agency serv- 


ice which cannot be estimated in 
dollars and cents, and which will 
also prove that the remuneration 


now received is a great deal less 
than many advertisers appreciate. 


FRANK J. REYNOLDs, 
President, Albert Frank-Guenther 
Law, Inc., New York. 
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Deserves Assistance, 


Arthur Kudner Says 


To the Editor: Marketing is to- 
day become so vital and consequen- 
tial a factor in American business 
and its future, and advertising is so 
important a part of marketing in its 
modern aspect, that any effort such 
as that undertaken by Mr. Young 
looking to enhance advertising’s effi- 
ciency or constructively examine its 
costs deserves encouragement and 
should be of value. 

ARTHUR KUDNER, 
President, Erwin, Wasey & Co., Inc., 
New York. 
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Williams Has No 


Preconceived Ideas 


To the Editor: I was interested 
to note that a committee has been 
organized to study costs of adver- 
tising. 

Advertising has come to be such 
an important matter in so many bus- 
inesses and, therefore, has such a 
vital relationship to the plans and 
work of so many executives that I 
am sure the news of appointment of 
such a committee will be received 
with much interest. 

While we are large advertisers and 
will be definitely interested in any 
findings or reports of this committee, 


I have no preconceived ideas as to 
the lines along which its activities 
should lie. 
S. Cray WILLIAMS, 
President, R. J. Reynolds Tobacco 
Co., Winston-Salem, N. C. 


*. FT 


McMillan Favors 


Planned Investigation 


To the Editor: As a large na- 
tional advertiser our company is na- 
turally interested in the work of the 
committee which has been set up 
to study the costs of advertising. 
Anything that will tend toward 
lower and more equitable costs 
should interest any advertiser. 

We have not given the matter any 
great detailed consideration, but the 
general lines on which the commit- 
tee is starting its work are those 
that seem to need the most inves- 
tigation. 

JAMES G. McMILLAN, 


President, The Wander Co., Chicago. 
vy¥s yy 


Two Sides to Question, 
W. C. Hoyt Maintains 


To the Editor: The beginning of 
a study of agency compensation un- 
der the direction of James W. Young 
is interesting. 

I believe that the agitation for a 
revision of agency compensation is 
being pushed by a group of adver- 
tisers who have a great many good 
arguments on their side, because of 
the amounts of money they are 
spending in advertising. 

Unfortunately, however, there is 
another group of advertisers who, 
upon hearing about this movement, 
are trying to force the issue without 
any right on their side. 

Many advertisers who are talking 
the loudest about the unfairness of 
agency compensation, and who are 
demanding that the agency receive 
less, are the same ones who set up 
a great howl when one of their re 
tail customers endeavors to secure a 
jobber’s discount. They protect their 
jobbers; state that they are right in 
doing so, but when the publications 
protect the advertising agency, then 
this self-same advertiser says that 
it is all wrong. 

We have handled accounts in this 
agency running up to several hun- 
dred thousand dollars, and our cost- 
accounting system does not show 4 
single instance where we have made 
an excessive profit, that is, looking 
at it from the standpoint of a manu- 
facturer of goods. 

Just how it works out with the 
agency handling the account where 
many millions are spent I do not 
know, but if the same ratio of de- 
mands on the part of the advertiser 
continue after an account crosses the 
million mark, then I doubt that those 
profits, though large, are excessive. 

More power to Mr. Young—this is 
an age of revolution—possibly he can 
revolutionize the advertising busi- 
ness, but I doubt it. 


WINTHROP C. Hoyt, 
President, Charles W. Hoyt Co., Inc., 
New York. 
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ADVERTISING AGE 


tO As a eae 


eines 


How 


Good 


Is the Editor’s Guess? 


A Challenging Question for Copy Writers 


@ Here is what 
the Editor 
put IN: 


Ranking importance of various classes 
of edttorial materia number of 
editorial items in each class... for 23 


@ Here is what the 
Reader took OUT: 


Ranking importance of various classes 
of editorial material by percentage of 
readers found to have read items in 
each class... for same 23 week period. 


week period beginning May 7, 1932. MEN WOMEN 
1. Romance 1. Adventure 1. Romance 
2. Adventure 2. Sport 2. yo ved and Crime 
3. Mystery and Crime 3. Mystery and Crime 3. Adventure 
LIBERTY 4. Politicat 4. Industry and Economics 4. Political 
5. Humor 5. Political 5. Humor 
6. Sport 6. Romance 6. Sport 
7. Industry and Economics 7. Humor 7. Industry and Economics 
1. Romance 1. Mystery and Crime 1. Romance 
2. Political 2. Adventure 2. Adventure 
Vi EEKLY 3. Mystery and Crime 3. Romance 3. Mystery and Crime 
4. Aaieuies Ltie 4. Sport 4. Humor 
A 5. Sport 5. Humor 5. Political 
6. Humor 6. Industry and Economics trie 6. Industry and Economics 
7. Industry and Economics 7. Political 7. Sport 
1. Romance 1. Mystery and Crime 1. Romance 
2. Adventure 2. Romance 2. Mystery and Crime 
V4 EEKLY 3. Mystery and Crime 3. Adventure brie 3. Humor 
4. Humor tie 4. Sport 4. Adventure 
B 5. Industry and Economics 5. Political 5. Political 
6. Political 6. Humor 6. Industry and Economics 
7. Sport 7. Industry and Economics 7. Sport 


DITORS and copy writers have a common 
3 problem: guessing what the Public likes 

to read. . . That editors are doing a pretty 
good job is indicated by the above comparison 
of editorial tastes (from the type of material 
editors pick) and reader tastes (from the type 
of material readers read.) 


Copy writers have long watched editorial 
Pages as a guide to copy approaches. Now, 
thanks to the Percival White Inc. investiga- 
tions into exactly what people really read, con- 
ducted every week since May 7, 1932, copy 
writers may see how good a guide the editorial 
pages are, may learn which appeals work best 
or men readers and which work best for 
women, may inspect their own past advertising 
appeals and see how their judgment stacks up 
with the editors’! 

Some Noteworthy Findings 


First, rag observe that the editors of all 
three leading weeklies filled their pages with 


more ‘‘Romance’’ material than any other type. 


Second, note that their judgment was good since: 
a. “Romance’’ was the most popular subject with women 
readers of a// three weeklies. 


b. ‘“Romance’’ was the second most popular subject with 
the men readers of Weekly B.. . the third most popular 
subject with men readers of Weekly A... although in 
next to last place with the men readers of Liberty. 


Third, note that the editors of a// three weeklies 
had the greater part of their editorial contents 
in the ‘‘Romance’’, ‘Adventure’ and ‘*‘Mystery 
and Crime”’ classifications. Which, again was 
good judgment since: 

a. These three subjects were the most widely read mate- 


rial for both men and women readers of Weekly B and 
Weekly A. 

b. And for women readers of Liberty . . . although men 
readers of Liberty ranked ‘‘Romance”’ near the bottom, 
behind ‘‘Sports’’, ‘Industry and Economics’’ and 
‘Political’. 


General conclusions might be drawn to the 
effect that: 


Y 
Vedeng 


Oeste 


Solt Foods: :.is sian 


YOUR GUMS ARE LAZY AND TENDERS 


PHILCO Jr. 


Genuine 


Balanced 
* Superheteradyne 


Homerces! imctomament of quando 3 


Advertiser: Chesterfield 

Agency: | Newell-Emmett Co., Inc. 

Space: Back Cover 

Attention Value: 89% better than 
average page 


Agency: 
Space: 


Advertiser: Ipana 

Pedlar & Ryan, Inc. 

Back Cover 

Attention Value: 58% better than 
average page 


Advertiser: Philco 

Agency: F. Wallis Armstrong Co. 
Space: Black & White Page 
Attention Value: 53% better than 


average page 


a. People are people. Readers in the two million mass 
react pretty much the same. 


b. All mass editors know it . . . and supposed editorial 
variations between magazines to the contrary notwith- 
standing, actual editorial variations in point of real 
editorial substance are relatively non-existent. 


The formula for reaching the millions is a 
simple one. Liberty believes it reaches them 
more effectively (as indicated by the higher 
editorial reader interest ratings from White) not 
because its substance is different but because its 
presentation is different: Dramatic. Fast. Human. 
Concise. And with every advertisement next to 
live editorial material instead of buried next to 
hidden runovers, advertisements in Liberty should 
enjoy the quarter million or so extra circulation 
that twenty-three White surveys (to date) indi- 
cate to be true. 


_ You too can have America’s Best Read Adver- 
tisements by placing them in LIBERTY, 
AMERICA’S BEST READ WEEKLY. 


Average Page Advertisement 
in Liberty 


Per Cent of Extra 
Persons Noting 
Over Over 
Second Third 

Weekly 
This Week 32% 47% 
24 weeks 
to date 15% 47% 


(Average of White surveys) 


Volume of 
s Persons Noting 
Over Over 
Second Third 
WwW Weekly 
This Week 266,291 195,019 
24 weeks 
to date 244,131 135,126 
(Average of White surveys) 


Liberty e « © America’s BEST READ Weekly 


LIBERTY 
Weekly A. 


Oct. 15 
Weekly B 


OCT. 8 
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ADVERTISING AGE 


October 29, 1932 


THIS IS ERA OF 
POOR SELLING, 


0.A.A.1S TOLD 


French Lick, Ind., Oct. 25.—‘You 
can't sell advertising unless you be- 
lieve in advertising yourself and use 
it,’ Edgar Kobak, president of the 
Advertising Federation of America, 
and vice-president of McGraw-Hill 
Publishing Company, New York, told 
the Outdoor Advertising Association 
of America in a rousing talk at the 
opening session of the convention to- 
day. His subject was “The Great 
Outdoors.” 

Mr. Kobak said that the task of 
the outdoor medium, like all other 
divisions of advertising, is to sell 
the advertising idea first, then out- 
door advertising, and then the indi- 
vidual plant. Vigorous promotion of 
the medium to the public and to ad- 
vertising men is needed in order to 
insure proper appreciation and use. 

“Don’t try to cut down selling ex- 
pense too far,” he advised. “You can 
reduce selling costs to a point where 
you fail to do as good a sales job 
as may be required. Individual rep- 
resentation for outdoor plants in the 
national advertising field may be 
needed to supplement general sales 
efforts in behalf of the medium as 
a whole.” 

The A. F. A. chief insisted that 
good selling, all along the line, is 
the immediate way out of the de- 
pression. Prosperity, he said, begins 
with the sale to the individual con- 
sumer, because every such sale 
starts the wheels turning, resulting 
in business for material manufactur- 
ers all along the line, and hence im- 
mediate increase in employment. 


Period of Poor Selling 


“We have been and are in a period 
of exceedingly poor selling,” he de- 
clared. “Salesmen have been so ac- 
customed to hearing ‘No,’ that they 
are actually afraid to go in and ask 
for an order. The buyer, though, is 
able and willing to buy, in most 
cases, and all he requires is some 
real, honest-to-goodness salesman- 
ship.” 

He told amusingly of some per- 
sonal experiences with radio, auto- 
mobile and paint trades, to prove his 
point that most merchants and sales- 
men have reconciled themselves to 
not getting business and hence have 
let down to the point where pros- 
pects are no longer being urged to 
buy. 

Mr. Kobak said that buyers are 
looking for bargains and cut rates, 
in advertising as elsewhere, but that 
the buyer who gets a cut rate sel- 
dom respects the seller, and usually 
wonders how much better a deal his 
competitor has been able to make. 
He warned his listeners against per- 
mitting “chiseling” of rates, and said 
that the advertising business as a 
whole has stood by its card rates bet- 
ter than any other field. 


Tells of A. F. A. Task 


The A. F. A. president made an 
interesting analysis of the place of 
the Federation in the advertising 
field, declaring that it seeks to be a 
service organization which will sup- 
port the work of individual groups, 
and will act as a clearing-house in 
matters of common interest. The A. 


FIGHTS BACK AT TEN-CENT CIGARETTES 


End the hardship of Hard Times Smokes 


PUT YOUR THROAT AND TASTE ON THE 


Old Gold 


You don’t save on “hard times” cigarettes. 
They're light-weight, harsh and irritating 
throat. 


to the 


OLD GOLDS are not expensive. They 
give you the true economy of the finest 
quality, pure, FULL-WEIGHT, uniform. 
With that winning throat-ease and flavor 
that come only from the choicest Turkish 


and domestic leaf. 


STANDARD 


Get this, folks: 


OLD GOLDS a FULL-WEIGHT 


not a cough in a carload 


@P. Lovillerd Co. tom 


Current newspaper copy for Old Gold features the quality angle with 
a sly dig at the current vogue for cheaper brands. Copy also an- 
nounces that "Old Golds are Full-Weight." 


F. A., he said, is not seeking to take 
over projects started by local clubs 
or affiliated associations, but only to 
assist in their successful promotion. 

He told of the decision of the A. 
F. A. to sponsor with the A. N. A. 
and Four A’s, an advertising exhibit 
at the Century of Progress exposition 
in Chicago next year. He also 
pointed out that the A. F. A. is work- 
ing on a definite budget—that it has 
a cash surplus where two years ago 
it was necessary to borrow money. 

He also described the program for 
establishing advertising awards by 
having competitions conducted by 
100 individual advertising clubs. 
There will be no restrictions as to 
mediums, and winners for each of 
ten business classifications will then 
be shown at district competitions, 
with final awards based on competi- 
tion between prize-winning adver- 
tisements and campaigns which have 
been selected at the district compe- 
titions. 


Has New Roofing Process 


Under contracts executed with Rey- 
nolds Metal Company, Louisville, a 
subsidiary of Reynolds Tobacco Co., 
and American Brass Co., subsidiary 
of Anaconda Copper Co., a_ sheet 
metal roofing process patented by 
J. R. Burnsides, Tulsa, Okla., build- 
ing contractor, is to be placed upon 
the national market at once with 
both firms inaugurating national ad- 
vertising campaigns on the process. 


Offer Hotel Award 


An award of $100 to the student in 
the Cornell University hotel admin- 
istration course who conducts the 
best piece of original research on 
some phase of hotel advertising has 
been announced by Needham & Groh- 
mann, New York hotel agency. 


Holford Names Kraff 


C. H. Holford, Minneapolis, manu- 
facturer of inhalers, has placed his 
account with Kraff Advertising 
Agency, Minneapolis. Newspapers, 
magazines, direct mail and radio will 
be used. 


—that 52 accounts 


ran space in Pictorial 
Review in 1932 that did 
not appear in 1931? 


New Game Will 
Teach Children 
Of Trade-Marks 


Chicago, Oct. 27.—Eleven national 
advertisers are co-operating in a 
color campaign in American Home 
Journal, weekly magazine section of 
the Chicago Evening American, in- 
volving distribution of a complete set 
of grocery cut-outs, including dummy 
packages of the manufacturers’ pro- 
ducts, to children. 

The same plan is being used in the 
New York Home Journal, published 
by the New York Journal, and will 
probably be extended to other Hearst 
papers. 

One preferred position is available 
on the weekly page, and it is given 
to a different advertiser each week. 
The American sales staff pastes re- 
prints in grocers’ windows and co- 
operates in other ways. 

The child must send four cents for 
“Let’s Play Grocery Cut-Outs.” Teach- 
ers have manifested much interest in 
the plan and 25,000 sets have been 
distributed in the short time the 
campaign has been running in Chi- 
cago. 

Refinements will be introduced in 
a second ten-week campaign next 
spring. The game will be “Let’s 
Play House,” with boys filling the 
role of grocers and girls that of 
cooks. Recipes will be included, the 
girls being encouraged to help their 
mothers in the preparation of dishes. 

The co-operating products in Chi- 
cago are Kitchen Klenzer, Mrs. Grass 
Egg Noodles, McLaughlin’s Manor 
House Coffee, Wrigley’s Spearmint, 
Hydrox Ginger Ale, Kosto, Sunshine 
Cookies, Ken-L-Ration, Wieland 
Honey and Butter, Automatic Soap 
Flakes and Sunshine Krispy Crack- 
ers. 


Daughter Is Killed 


Madolene Page-Wood, fifteen-year 
old daughter of Gerald Page-Wood, 
vice-president of Roche, Williams & 
Cunnyngham, Chicago, was killed Oct. 
235 when the horse she was riding 
lost his footing and fell on her. 


Start New Orleans Agency 


Landry Advertising Company has 
been organized at 339 Carondelet St., 
New Orleans, by Stuart O. Landry, 
Donald E. Ha!sey and Walter J. 
Barnes. 


To Publish Monthly 


Pit and Quarry, Chicago, which 
formerly was a monthly, but which 
has been appearing every other week 
for six years, will revert to a 
monthly with the November issue. 


PHILCO ‘LOCAL’ 
AGENCY SYSTEM 
CALLED SUCCESS 


New York, Oct. 26.—Philco Radio 
and Television Corporation uses the 
services of eleven “local” advertising 
agencies in strategic cities through- 
cut the country in addition to a “na- 
tional” agency in order to keep local 
publicity “newsy” and to protect 
dealers and distributors against ad- 
vertising waste, James M. Skinner, 
president of the company, asserts in 
an article in the current issue of E2- 
ecutives Service Bulletin, published 
by Metropolitan Life Insurance Co. 

“We think newspaper advertising 
can be used most profitably in our 
scheme of things to display prices, 
names and addresses of dealers, and 
reasons why a Philco should be 
bought by the reader the day the ad- 
vertisement appears,’ Mr. Skinner 
explains. “For instance, we used 
newspaper advertising to present the 
fact of very considerable savings if 
purchase was made during the few 
days remaining of tax-free radios. 

“Insofar as we know, this practice 
of having local advertising agencies 
to work in their territories with deal- 
ers and distributors is original with 
us. So far the plan has produced 
more and better dealer advertising 
than any we have used or that we 
know of having been used by anyone 
else. It is the function of these 
local agencies to execute advertising 
for the immediate requirements of 
our distributors and dealers, as these 
distributors appraise their require- 
ments. 

“These agencies handle newspaper, 
poster, direct mail and special pro- 
motion advertising as well as local 
spot broadcasting. Because of this 
machinery we were able, recently, to 
organize in less than a week’s time, 
a program of spot broadcasts using 
123 stations every night for five con- 
secutive nights.” 


Discusses National Copy 


Pointing out that the company has 
never used magazine space for insti- 
tutional copy, Mr. Skinner said: 

“We much prefer that the public 
should think of us in terms of our 
radio sets than in terms of our com- 
pany. We have sets for sale, not 
companies. Our belief is that the 
public responds to direct action more 
quickly and more generously than to 
any form of roundabout approach 
and education.” 

“Our firm conviction,” he asserted, 
“is that advertising should sell goods. 
That is what we use it for. Despite 
the fact that ours is one of the really 
large advertising appropriations, we 
have never let the sizable job of try- 
ing to spend every dollar wisely lead 
us into by-paths of theory. So far, 
we believe, we have kept ourselves 
free of “isms” that seem to us to 
have no place in practical advertis- 
ing.” 

F. Wallis Armstrong Co., Phila- 
delphia, handle Philco national copy. 


Retailers Regulate 


Price Advertising 


Retail Merchants Association of 
Los Angeles has arranged with mem- 
bers not to advertise certain furni- 
ture items at less than a specified 
minimum price. 

No attempt is being made to set 
minimums on non-advertised items. 


Schools Need Advertising 


Even a public school needs adver- 
tising if its services and new depart- 
ments are to be made known to the 
public, R. W. Bardwell, superin- 
tendent of schools of Madison, Wis., 
told Madison Advertising Club at its 
recent luncheon. 


Name Huntsman 


R. F. R. Huntsman Corp., New 
York, has been named to handle 
foreign language advertising of New 
York and Brooklyn Savings Banks 
comprising the Groups Four and Five 
of the New York Savings Bank As- 
sociation. 


— 
—$$— 


CLUB OFFICER 


Marjorie Fletcher, art buyer for 

Blackett-Sample-Hummert, Inc., who 

is secretary of the newly-formed Art 
Directors Club of Chicago. 


— 


OCTOBER ADVERTISING 
IN MAGAZINES 


1931 1932 
Modern Magazines ..... 11,102 9,870 
Pee 7,808 5,973 
Biiver Bereem ...ssccecs 7,673 6,647 
by is. hy | 7,579 5,794 
Motion Picture Magazine 13,812 13,132 
oo See 10,183 12,369 
Futura Publications ... ee 7,202 
Normal Instructor- 

Primary Pians ...... 14,836 10,767 
Extension Magazine ... 10,159 9,608 
American Legion 

SS eee 9,022 7,316 
Christian Herald ...... 14,924 8,113 


Ford to Have 
Factory Owned 
Retail Outlets 


Detroit, Mich., Oct. 27.—Establish- 
ment of the first of a nation-wide 
group of factory-owned retail sales 
and service branches has been an- 
nounced by Edsel B. Ford, president 
of Ford Motor Company. 

The first station will be located in 
tuffalo. Other sites have not yet 
been selected. 

The new plan, according to Mr. 
Ford, is not to interfere with the 
activities of present dealers, but to 
provide “more adequate dealer rep- 
resentation and augment service 
facilities.” 

Besides performing a sales and 
service function, the direct retail 
outlets will provide a laboratory for 
consumer study and market research, 
the Ford announcement indicated. 

“Marketing information gained in 
the operation of the new retail stores 
will be put at the disposal of the 
entire Ford dealer organization,” the 
official statement said. 

It is understood that the new out- 
lets will be established only in the 
larger cities. 


Start Campaign 
on “Speed-E-Cake” 


D. W. Products Co., 887 Niagara 
St., Buffalo, has inaugurated a cam- 
paign on “Speed-E-Cake,” new ready- 
to-bake cake mixture, in several east- 
ern cities. 

The product comes in three types 
and is being sold direct to house 
wives. 


Bosworth in New Orleans 


Hobart Bosworth, stage and screen 
veteran told members of Young 
Men’s Business Club, New Orleans, 
last week that the motion picture it 
dustry is losing the confidence of the 
public in its productions through 
use of high-powered advertising at 
the expense of truth. 


Appoints McCord 


Advertising of Coca-Cola Bottling 
Co., of Minnesota, Coca-Cola and Tom 
Moore Ginger Ale, has been placed 
with McCord Co., Minneapolis. 


Drug Account to Lowell 


Harris Drug Co., New York, has 
appointed Mortimer Lowell Co. t0 
handle advertising of Efracoids. 


Newspapers will be used. 


aL 


nas, 


ry ™, 


—ALer ocd re 


1 @ 


=|]sn 


st} 


sweet 


ere eye 
ep: PS 
Shae ey see a ee 
q aa “eae nl 
; ' 3 
a , . * P P 
a = | ; 
Bo: i . 
“Js q 
‘ or 7 j b 
eae. i seu *. 
Mie ss a3 ~~ . 
EA Cs Tet nay | ie ay ci £ pee 
Oe tg ac ig a F i 
te eR i 4 % pF 7 
ET eee ae ? 
oe hte Lr Rey 
a | a a 
SEH UI Nee Oe | : ie i ae 
» Dae eee | ———— —— a 
he | a A ie y . ba ay 
a | —- ‘ PS gees 
oo | | Be ; ape ee 
lad -_ 7 Fen. i ‘ * o —— is 
= 72 y ~~ eae ‘ gaa) ey ae 
or Lr> i 
haces ae Wi, ' ae 4 peg! sii ane 
genes rp) | ‘ ‘4 + oc Site nial Saal 
‘oe ae ‘ | St aol 
PER eee 2S es = a 
pee oie: ance ee oO 
free ie / q le | 
/ 
he ; 
ace) fr Arex A 
hi aaa itegr. €s oF 
SN ea 4 
Se ee Pe ee 
aigty i efi 
oid < f 
cy Fe en SS Pe 2 . | | 
ms € 0 7 — — 
a ge rs ine 
pare ek Ae r 
ieore r\' 
: s area : Pes 
Se ae ; 
Rgieee Po 
Ki DOR CANES.” 
i era | 
ae 
| 
is 
a Nee Se —— —— = oS 
5 a 
ba Gea RS cae 
eles Ae 
Pe ye 
ee 
ee ee | | 
meer es NM 
ne 
3 | 
: | 
| | Pp 
ae 
Seed we Sa dead tl 
eer 
aes: 
et: 
ea ba 
Re paapenet as FP 
ae tS ee ; 
Se oe | 
es ik . 
it 
wititics — 
lee | 
ms ee ee te 
nc esl ba i ‘ 
Stee t 
Oe eee 
oe ae 
ar _ a ; 
eee | Se | 
te 
ir 
i aa } 
= we) :) | | i 
oats 
aa ue oe 
re, ee 
as pune ges | LT 
oe pre ae | 
me rf is Py ey | | 
ks, So eee 
ae oes ee | 
ae — 
ee | 
OL 
_, rE ee ea SSL same 28 7S 
eee See See gE % pian 
tral EE ae? i “Sarees 
oa 2 yi oe cae = Kaho 
oe fhe Sige tp, Bie? 
Bf for te Ss ; ee | 
by SAGE {pees 
Ie ey Sf <1 mrss 
7’ A ir 4q A+. 
£53" 5 iam 
> li itn io a 
3 Te as eae ae 
: 0 tee oo. Oy ot 
Fo eee - 
* , let Te 
Pe. 6% eee 
le Far 
Ee. eat,’ 
eal 
2 
peak 
a Po 
FABIO SEV, Sa ype nk PORE ED ERROR ALE Pe AL Ee BRAS LAS CA NO REE, A: | 
se LE Soares AS eg 4 BN DENS MR Te SDE F SN Phang en cee ae reine cheeks | 
err site SUMMER Sua chs Sa peg le tan BET | vk e eenc ene Come Ss, nee Bre rake i eS eA en es 1 ed, sate Sane Sea Be RS ge ar gee Oe eee. ~t".. Spe emee ji oD, ame ae ; arte a 
sro aE cea et Pe pre Bie Vee mt Uh Cats gear yr tae aren eae MC "a Nc ooh ae ed ety | a ere ee ee ee ee Yk Sey ug one ot CE eye Snes eae A ee ne eas a on ie gees 
Saale at IS SAE eh BM EE ici on Ean Ate Uo es i ie Ea Ae ties oo ae ee ea gest A 23° ys Se a x yirigi tab en ny Mae Sh ae wr ea PRE her a Mae ieee ee SS = a A ce |e nce mer CREO Sipe o Meio Scone ae ae 
as ani ie 2 esa Geet eS atc he oh gata, sy ee ee Ege sciig ie ac Loria, Gonna RY GO en renter ner Ma oR Metering ee Siege mie i. Rey || Re EE gmt A oe Teele ee 
ety Pa Klee eax Sy! A Cee ante gee: Ses Pte ee peren remer sii cole Key rae Praha ‘i ; sh Bide ee hy ei ge oh Many eae : cp ae ne <2 Re > ae Gri ine Woetiperers oS eg Se es see 
wae Bea See eres 2 bt ba ee Heese ets oe ep em ere ae ST Yn Le Ee Be saan ee ee a eee ere ey oS Recam og Bag the. Sola : # i : © eas *, 3 ait : ee yeti! 
BA er i es i Riis oer: oe so ee Me em ERE 
iPoRMEMEN Wa pee BIE ont Be a fas. og a he eR ee ee renee A enh ern oe DERN ie ie yeas 1. Ce eee A ae een a 2s ies Po ete oy Sn Reet ihe eee yee ep a ee ok 3 o epetanees rl acl sign ae Ret aE a cere her, co eh Ae 
i> a te SAGAR? MaRS ey we, PARROT, fe: Some at Ae i Sf eee ip uaionay Dylan Liig, Sete ack seek seed PR ea a ree We Ree et bar ae oa ee Ys aes FRR By ‘pan Ms eG rd) oe aoe aera eriees Sa aA ee Wass gyn e Say "Fay ee Fs a a a Aa oe 
“60 vee ST I an eae gis aA ee ina Sa Aref cere te aaa tee Sn Olek es ot ol iol a Ug Ta" a” Oop a Re pe ee 
Ace ay ei ast « Ee Se Oe Ry eS PE ee ee a fr 279) RRS Ere OS Ghee nO MRSeMES Ses oie re are i Cen Gun and eed tf oe aye ee re ee es ey: ot Seam) en aay a oe ae Spee eiea ny iy wee Mik ae 
TOs | tats © tah a TT ete eS eapphe wn ee Se Ag ge es eee ae EO eee pate #0 ee 5 enn ake A ate sites wick BE SRE URE SS IO BS, So ad a MS C5" oe RR A Ua OR STR Re pte ATs erg er Mee ora me 
Rg, Way HRN SE. fc. Names cin ete ee Lind te) AVR Ra Rie erst oa re me a We ee Sew ae re tt ae Ys CSR Sa PL th ae CO SOS EUR ERS tS eR iy a a nS tc ad ae RSE eR EW nc ema eee 


October 29, 1932 


— 


ADVERTISING AGE 


——_— 


DROP KICK that sails under the 

crossbar never puts a team ahead. If 
it isn’t up, it isn’t over. You don’t score 
by falling short of the mark. 


Likewise, you don’t get the volume of 
business that’s out in Chicago and sub- 
urbs if you don’t put power behind your 
advertising. You need volume of circula- 
tion, reader influence, real coverage, to 
do a job in this market of 1,157,677 fami- 
lies. And you don’t get it in newspapers 
stamped with failurein their own field 
—selling newspapers. 


The fifteen years since the war put news- 
papers to a severe test. Some didn’t come 
through. Those fifteen years brought tre- 
mendous changes in Chicago and suburbs. 
Population, housing, retail sales—all grew 
at a rapid rate. In the expansion hardly an 
institution, idea or habit was left un- 
touched. Those which could not meet the 
times, which did not satisfy a new, 


COVERAGE 


Percentages of coverage 

of the families of Chicago 

and suburbs by daily 
newspapers 


Tt 


————e 


PAT ASNT UP, 


IT TON 


progressive population, lost prestige and 
following, or failed altogether. 


The Tribune, between 1917 and 1932, 
increased its daily circulation in Chicago 
and suburbs from 270,810 to 634,778 while 
the number of families increased from 
748,136 to 1,157,677. And Tribune cover- 
age increased from 36 per cent in 1917 
to 55 per cent in 1932. 


The News slumped from 57 ‘per cent 
coverage in 1917 to 35 per cent in 1932. 
The American dropped from 42 per cent 
to 40 per cent: Other Chicago 
daily newspapers published in 
1917, waned in influence, sought 
preservation in mergers, or 
failed. 


The reason the Tribune is the 
most popular newspaper in 
Chicago and suburbs is because 
it is first of alla news 
medium. It exists to print the 
news—completely, accurately, 
promptly. AlJl the news the 
public wants, when they want 
it, as they want it. 


55% 


IN 1932 


When government extrava- 
gance piled staggering taxes on 
American industry and the 
American worker, it was the 
Tribune that went to the heart 
of the matter, printed the facts 
in its news columns and at- 
tacked those responsible in its 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS IN METROPOLITAN CHICAGO 


1917 _1932 
Number 
1,157,677 
634,778 
467,648 
404,917 


36% 
42% 
57% 


os Ss 2 & 


Note: Circulations are averages for six months’ periods 


55% 
40% 
35% 


ended March 31, and for city and suburban only. 


editorials. 


Chicago Tribune 


THE WORLD*S GREATEST NEWSPAPER 


FIRST IN CIRCULATION— FIRST IN RESULTS—FIRST IN ADVERTISING 


The subject was an embarrassing one to 
some Chicago newspapers—a dull one to 
others, but the Tribune’s stand in the 
matter won nation-wide interest, enlisted 
the support of business executives and 
taxpayers throughout the country. 


During the late Shanghai war, though 
every Chicago newspaper printed ac- 
counts of the scenes in the devastated 
zone, the Japanese Imperial Government 
suddenly refused to give information to 
only one Chicago newspaper’s reporter. 
A Tribune correspondent, he had refused 
to be satisfied with the customary 
official bulletins and had cabled reports 
of actual conditions which the Tribune 
printed. 


The power and influence of the Tribune 
has caused the Soviet Government to pro- 
scribe its correspondent, but today, with 
a price on his head, he headquarters at 
Riga and Tribune readers get the real 
news from Russia. 


In its search for the news the Tribune 
spares no expense. And never was its 
superior news servic>? more evident 
‘than today. As a result, the Tribune is 
the only Chicago newspaper which has the 
circulation and the confidence of readers to 
get the sales action in Chicago and sub- 
urbs that advertisers need. 


Ask a Tribune salesman for further facts 
and about the new discounts which mean 
more sales at lower cost in this key market. 


Chicago Tribune Offices: Chicago, Tribune Tower; New York, 220 E. 42nd St.; Atlanta, 1825 Rhodes-Haverty Bldg.; 
Boston, 718 Chamber of Commerce Bldg.; San Francisco, 820 Kohl Bldg. 
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RADIO MAINTAINS 
LEAD OVER 1931 


New York, Oct. 27.—Radio adver- 
tising in September totaled $2,490,- 
341, compared with $2,279,421 in 
August, and $2,740,986 in September 
of 1931, National Advertising Rec- 
ords reports. 

Although broadcasting totals have 
slumped below last year’s mark in 
each of the past three months, the 
total advertising placed during the 
first nine months of 1932 is still over 
$4,500,000 ahead of the same period 
in 1931. The comparative figures 
are $29,992,685 and $25,435,774. 

Of the total volume of business in 
September, National Broadcasting 
Company was responsible for $1,807,- 
795; Columbia Broadcasting Sys- 
tem’s share was $682,546. 

Of the 23 classes of advertising 
tabulated, six spent more money last 
month than during the same period 
in 1931. They were automotive, con- 
fectionery and soft drinks, foods 
and food beverages, jewelry and sil- 
verware, lubricants and petroleum 
products, and miscellaneous. 

Leading classifications in the Sep- 
tember total were foods and food 
beverages, $780,183; drugs and toilet 
goods, $471,204; cigars, cigarettes 
and tobacco, $366,401; lubricants 
and petroleum products and fuel, 
$182,161; miscellaneous, $142,107, 
and confectionery and soft drinks, 
$139,456. 


Two Join Coast Office 


D. R. Rollinson, formerly with Dan 
B. Miner Co. and J. C. Conway of 
Station KFWB, Los Angeles, have 
joined the Los Angeles office of 
Guenther-Bradford & Co. as account 
executives. 


Tool Builders Move 


Effective Nov. 1, the address of Na- 
tional Machine Tool Builders’ Assn. 
will be 1220 Guarantee Title Bldg., 
Cleveland. The group’s offices for- 
merly were in Cincinnati. 


United Typothetae to 


Have Radio Committee 


Among the resolutions adopted at 
the annual meeting of United Ty- 
pethetae of America at Cincinnati 
last week was one authorizing the 
appointment of a standing committee 
of five, the duty of which shall be to 
keep in touch with developments in 
the radio field and keep members 
fully informed. 

The committee is known as the 
Committee on Radio Broadcasting 
and Television. 


Coffman Heads League 


Cc. F. Coffman, Commonwealth Re- 
porter, Fon du Lac, was elected pres- 
ident of Wisconsin Daiiy Newspaper 
League at the annual meeting, suc- 
ceeding Ralph Kinsley, Kenosha 
Evening News. William F. Huffman, 
Wisconsin Rapids Daily Tribune and 
H. L. Davis, Appleton Post Crescent, 
were named vice-president and sec- 
retary-treasurer respectively. 


Start “Modern Youth” 


Modern Youth, “the mouthpiece of 
the younger generation,” will make 
its appearance Jan. 1. Viola Ilma is 
editor and publisher, Yvonne Carns, 
associate editor, and Shelton P. 
Hubbard, advertising manager. Of- 
fices are at 155 E. 44th St., New 
York. 


Joins Universal 
Nathalia Gearzon has joined Uni- 
versal Radio Productions, Chicago. 
She will specialize in handling cos- 
metic and beauty preparation ac- 
counts. 


Daily Cuts Rates 


Open national advertising rate of 
Journal-Transcript, Peoria, Ill., has 
been cut from 12 to 11 cents a line. 
Rates for 2,500 and more lines have 
also been cut one cent. 


Schaciler to “Liberty” 


Herbert R. Schaeffer, formerly 
with contract department, Erwin, 
Wasey & Co., has joined the sales 
staff of Liberty. 


Name Mogensen 


Coos Bay Times, Marshfield, Ore., 
has named M. C. Mogensen & Co. 
national advertising representative. 


230,221 Daily 


they want. 
the means. 


THE DES MOINES 
REGISTER and TRIBUNE 


A. B.C. 


During the first seven months 
of 1932 Iowans bought more 
washing machines than they 
did during ALL of 1929. Re-- 
gardless of depressions and 
elections, Iowans buy what 
And they have 


208,243 Sunday 


Jot this down on the memo 
pad. TheRegister and Tribune 
with a statewide circulation 
cuts sales costs to the bone in 
the rich Iowa market where 
sales are being made today! 


In New York talk to I. A. Klein, 50 East 42nd St.; 
in Chicago to Guy S. Osborn, 360 N. Michigan; in 
Detroit to Jos. R. Scolaro, General Motors Bldg., 
and in St. Louis toC.A.Cour, Globe-Democrat Bldg. 


“‘THE DES MOINES REGISTER AND TRIBUNE 
IS THE BACKBONE OF MOST SUCCESSFUL 
ADVERTISING CAMPAIGNS IN IOWA” 


Also rating Radio Stations KSO, Des Moines; KWCR, Cedar 
Rapids (both on N. B. C. Blue network), and WIAS, Ottumwa. 


“WHEN A PICTURE CLICKS, STICK TO IT" 


Liggett & Myers have used this illustration in a number of different 
newspaper advertisements with different copy for Granger pipe 


tobacco. 


Copy always announces that "you can depend on a 


Liggett & Myers Product." 


A.B.P. AWARDS 
ARE ANNOUNCED 


New York, Oct. 27.—The bronze 
medal of Associated Business Papers, 
Inc., for the most outstanding edi- 
torial service to an industry by a 
member publication during the past 
year goes to Electrical Wholesaling, 
Chicago, the jury of awards an- 
nounced today. 

Award for the best single editorial 
was given to Bernard L. Johnson, 
editor, American Builder and Build- 
ing Age, Chicago, and the award for 
the best series of articles went to 
seven editors of Railway Age, New 
York. 

Honorable mention for the most 
outstanding editorial service to in- 
dustry was given to American Ma- 
chinist, New York, while cash prizes 
for the best single editorial, in addi- 
tion to that won by Mr. Johnson, 
went to Douglas G. Woolf, editor, 
Textile World, New York, and A. H. 
Lockwood, editor, Shoe & Leather 
Reporter, Boston. Honorable men- 
tions in this classification were won 
by Eugene Pharo, editor, Confection- 
ers Journal, Philadelphia, and L. C. 
Morrow, editor, Maintenance Engi- 
neering, New York. 


Seven Win Prize 


D. A. Steel, W. S. Lacher, C. B. 
Peck, H. C. Wilcox, J. C. Emery, 
John Dunn, and J. G. Lyne were the 
editors of Railway Age who won first 
prize for the best article or series. 
Second prize went to George T. Hook, 


editor, Commercial Car Journal, 
Philadelphia, and third prize to P. M. 
Heldt, engineering editor, Auto- 


motive Industries, Philadelphia. 

Honorable mentions in this classi- 
fication went to V. B. Guthrie, J. C. 
Chatfield, R. B. Stafford, E. L. Bar- 
ringer and R. E. Baxter of National 
Petroleum News, Cleveland; Earl F. 
Theisinger, associate editor, Bus 
Transportation, New York; D. A. 
Steel, purchases and stores editor, 
Railway Age. 

The jury of awards. consisted of 
Thomas D. Cutler, publisher, Ice 
Cream Trade Journal, New York, 
chairman; Saunders Norvell, presi- 
dent, Remington Arms Co.; Charles 
F. Abbott, executive director, Ameri- 
can Institute of Steel Construction, 
Inc.; Fred R. Davis, General Electric 
Co.; G. Lynn Sumner, president, G. 
Lynn Sumner Co. 

A total of 121 entries was sub- 
mitted in the competition. 


Publisher Buys WODX 


Frederick I. Thompson, publisher 
of Montgomery Journal, Montgom- 
ery, Ala., and former publisher of 
Mobile Register, has acquired a con- 


trolling interest in WODX, Mobile. 


Daily’s Readers 
Are Urged to Be 
“‘Spendthrifty’’ 


St. Louis, Mo., Oct. 27.—“It’s smart 
to be spendthrifty,” St. Louis Star ¢ 
Times is telling readers in a series 
ot six full-page advertisements fea- 
turing the wisdom of purchasing now 
in order to take advantage of present 
low prices. 

“One of the popular slogans of the 
late and not lamented depression,” 
the introductory advertisement says, 
“was ‘It’s smart to be thrifty.’ While 
there’s no argument about the wis- 
dom of intelligently practiced thrift, 
too many folks interpreted that word 
as meaning frugality. 

“Today it’s smart to be spend- 
thrifty . . . to save money by buy- 
ing the bargains that are here today, 
but which, by all indications will be 
gone tomorrow.” 

The campaign follows closely upon 
the heels of a campaign against 
“homitosis,” defined as bad taste in 
home furnishings, which created 
much favorable comment. Both 
campaigns are copyrighted by Star ¢ 
Times and are being syndicated to 
newspapers. 


Hilscher Honored 


Herbert Hilscher, advertising man- 
ager, Dollar Line, San Francisco, has 
achieved considerable fame as an ex- 
plorer. He has been a fellow of the 
Royal Geographical Society for sev- 
eral years, and was recently elected 
to membership in the Explorers’ 
Club, New York. 


Frigidaire Buys 
Coin Meter Co. 


Frigidaire Corporation, Dayton, O., 
has purchased Meterice of America 
Co., Los Angeles, coin operated meter 
devices. 

The coin devices are used in sell- 
ing refrigerators on the daily pay- 
ment plan. 


Landsman Appoints 
Landsman Method, Inc., New York, 
cleaners and dyers, has placed its ac- 
count with Redfield-Coupe, Inc., New 
York. 


—— 


“‘Truck Drivers’ 


Friends’’ Plan 
Texas Campaign 


Austin, Tex., Oct. 27.—Another 
chapter in the war between Texas 
railroads and truck operators has be- 
gun here with the incorporation of 
the Truck Drivers’ Friends Associa. 
tion of Texas, with headquarters at 
Lancaster. 

Incorporation papers were filed by 
Ray Holder, a member of the state 
legislature from Dallas county, J. D, 
Holder, A. P. Wiseman and W. 0, 
Brown. 

The avowed purpose of the organ- 
ization is “to conduct a _ publicity 
campaign with contributed funds to 
acquaint the public with ‘safety on 
the highways.’ ” 

The campaign would “popularize 
driving signals, educate the public 
as to the best methods of driving on 
the public highways, of parking 
along highways, inform the public of 
various safety devices being used by 
trucks and of customs and practices 
of truck operators so that there shall 


wy 


be a greater safety to the general | 


public.” 


A. W. Flemings 
Adds to Staft 


A. W. Flemings, Inc., newly organ- 
ized Manchester, N. H., agency, has 
completed organization of its staff, 
Personnel now includes A. W. Flem- 
ings, president; C. W. Kimball, vice- 
president; W. F. Stevenson, in charge 
of the Boston office and director of 
industrial engineering; V. L. Howe, 
director of technical advertising, and 
in charge of the Worcester office; 
Rudolph Schiller, musical director; 
H. K. Sadler, production manager 
and art director. 


Marshall President 


of Service Group | 


Robert G. Marshall, Marshall Let- 
ter Co., was elected president of the 
Mail Advertising Service Assn., Chi- 
cago, at the annual meeting. Mary 
Dowd, Dowd Letter Shop, was elected 
vice-president. Roy Rylander, Ry- 
lander Co., and Arthur Francis, Lin- 
coln Letter Co., were re-elected sec- 
retary and treasurer, respectively. 

New directors are Harry Flannery, 
Flannery Letter Service, and Ray 
Richards, Thompson’s. 


Advertising Holds 


Ice Business Sales Up 


Judicious use of newspaper adver: 
tising has helped the ice business 
during the depression, Pendleton 
Dudley, public relations counsel for 
American Ice Co., New York, and 
City Ice & Fuel Co., Cleveland, told 
the annual convention of Eastern Ice 
Assn., at Asbury Park, N. J. 

The ice business, he _ said, has 
fallen off only 40 per cent in profits, 
while business generally has dropped 
75 per cent. 


Dress Up Time-tables 


New York, New Haven & Hartford 
Railroad is using color inserts in its 
time-tables to feature dining car 
service. Cartoons by John Held, Jr, 
feature the inserts. 


B. M. F. Appoints 


Advertising of B. M. F. Co., Chi- 
cago, corrective food, has been placed 
with Hurja-Johnson-Hewen, Ine, 
Chicago. Newspapers will be used. 


Coast Paper Expands 
Plans are being perfected for 4 
new building for the Recorder, Wil 
low Glen, Cal. 


a, 


—that Pictorial Review 
has made its circulation 


guarantee applicable to the 
specific issue used by the adver- 
tiser, and that consequently circu- 
lation fluctuations do not affect 
Pictorial Review's value? 
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For the special attention of 
Food Product Advertisers— 
but everybody's welcome! 


About driving on 
the left side 
of the road— 


Ave in England, the left side of the road is the 
right side for driving. It’s just an old English custom. It 
makes sense to an Englishman. He takes it for granted, 
like ham and eggs. Everybody does it, and a foreigner can’t 
do anything else under penalty of being wrecked or pinched 
for obstructing traffic. The Englishman is regular in most 
other respects—but he does stick to the left of the road. 

But if he takes his baby Austin or Morris Saloon (sedan 
to you) over to this country, and starts to drive on the left 
side of the road, he’s in wrong right away. Driving is the 
one thing he can’t do English in this enlightened country 
of right-side drivers. And it doesn’t take a very smart 
Englishman to get quickly reconciled to doing the thing 
differently in this different country. Even a dumb English- 
man gets the idea fast. 

A lot of food product advertisers seem to be English! 


Ix most metropolitan markets, the food advertiser 
buys evening papers. He should. The evening paper in 
most markets is the larger, the coverage medium. The food 
advertiser needs coverage. He has to sell a little food to a 
lot of people, to sell a lot of food to make a little money. 
He needs volume advertising, for volume business, in 
volume markets. And in most markets, too, the evening 
paper is the woman’s paper, and women buy most food. 
The evening paper does his job. 

But when they get to New York, many food advertisers 
go English—insist on driving on the left side of the road. 

New York is a different market, as far as food adver- 
tising is concerned. 


Because the newspaper which does the equivalent job 


\ 


of most evening newspapers elsewhere is not an evening 
paper in New York! 

In this market the largest circulation, the coverage 
medium, and the woman’s paper—is not an evening paper. 

Certainly evening papers are read, and have a lot of 
circulation, and have women readers! But the paper that does 
the best evening paper job here is The News—issued a.m. 

Daily, The News has more than 1,400,000 circulation 
—the largest newspaper circulation in these United States; 
and also the largest circulation in New York. 

News circulation assures coverage! It reaches two-thirds 
of New York City families, and one-fifth of suburban 
families. It has enough circulation in every neighborhood, 
and among every income class, to get action from food 
advertising among the 20,000 food outlets in this market. 
It’s the volume medium for this very volume market! 

Can you get this coverage in evening papers? You can! 
In three papers! At exactly $1.00 more per agate line! 


Anp how about women? Well, The News reaches 
more of them than any newspaper in the country. Evidence? 
In response to features, in reader mail, in contributions. 
And in retail linage—in which The News is first. And in 
drug product linage—in which The News is and has been 
first for years! We'd like to show you some evidence! 

Will any left-handed drivers step forward? 


220 EAST 42nd STREET, NEW YORK-.. 


Kohl Building, San Francisco 


+ Tribune Tower, Chicago 


Question: 
@ WHAT 
constitutes 
real 
@ CONSUMER DEMAND 
for 
a food product? 
@ ANSWER: 
Enough 
people 

e@ ASKING 
for the product 
to make 

@ THE GROCER 
order 
it! 

@ QUESTION: 
What 
constitutes 

@ REAL 
consumer demand 
in the 

@ NEW YORK 
market? 

Answer: 

e ENOUGH 
people 
asking 

@ TO MAKE 
most 
of 20,000 

@ DEALERS 
order 
the product. 

@ WHICH IS WHY 
food advertising 
in New York 

@ NEEDS 
The News!. 


. TH FE N E WS 7 New York's hie Newspaper 
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Circulation Changes of St. 


(Based on net paid daily averages for semi-annual periods ending last day of months inl v 
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‘‘Electric Eye’’ 
Brought to Aid 
Of Advertisers 


New York, Oct. 27.—Hope that ad- 
vertising’s creative hours will soon 
be greatly lengthened and that dead- 
lines will lose some of their terror 
was held out last week at a demon- 
stration of new publishing equip 
ment before the New York Electrical 
Society. 

Through new applications of the 
“electric eye” or photo-electric cell 
and the use of telephoto service, it 
may be possible in the near future 
for an advertiser in San Francisco 
to forward an advertisement for’ a 
newspaper here, illustration and all, 
an hour before “thirty,” and for mag- 
azines to advance their closing date 
for color three days. 


Works Successfully 


These miracles will be wrought 
with an engraving machine invented 
by Walter Howey, photo director of 
the International News Service. Re- 
sembling an ordinary lathe, it makes 
half-tone engravings in a few min- 
utes time and engraves three color 
plates in half an hour, instead of the 


36 hours required by present 
methods. 

The machine was put in operation 
in the plant of the Syracuse (N. Y.) 
Journal two months ago, where it has 
been producing halftones for less 
than a cent a square inch. One col- 
umn cuts are made in four minutes. 

Mr. Howey said stability in en- 
graving in fine detail was the only 
step left in perfecting the machine. 

“Some halftones were as good as 
those made by the classic process,” 
he explained, “but others were only 
fair. We discovered the trouble was 
due to attempting to make the en- 
gravings too quickly, and we are 
building a new machine with two 
speeds. The low speed will be used 
for, pictures with fine detail.” 

Another invention of particular in- 
terest to advertisers who are fussy 
about color accuracy was shown by 
Dr. H. H. Sheldon of New York Uni- 
versity. Called the Colorscope, it 
matches color sample to printing ink 
electrically. 


Is Ten Years Old 


“Los Angeles Downtown Shopping 
News” celebrated its tenth birthday 
last week with distribution of a 
special 32-page issue in two colors. 

In honor of the event, advertisers 
featured special birthday offerings. 


Shipments of Household 
Washing Machines Up 


September figures of 29 domestic 
washing machine manufacturers, rep- 
resenting 85 per cent of the coun- 
try’s production, show a 12 per cent 
increase over August, continuing an 
upward trend which has persisted 
for three months, the American 
Washing Machine Manufacturers’ As- 
sociation has announced. 

October shipments are expected 
to show a continuance of this trend. 


Sues Former Client 


Francis W. Osborne Advertising 
Co., Kansas City, Mo., has filed suit 
in the federal court at Des Moines 
against Union Mutual Life Insurance 
Company of Iowa, charging that the 
company has used copyrighted ad- 
vertisements without the agency’s 
consent. 


Wright with Stores 


Ray M. Wright, at one time with 
Oklahoma City Daily Oklahoman, has 
been named advertising and sales 
promotion manager of City of Paris, 
San Francisco department store. 


Open Omaha Office 


Beaumont & Hohman, San Fran- 
cisco agents, have opened an office in 
Omaha. Paul Markham is in charge. 


No small part of the success of the 
Mail Pouch Sports Program, every 
night except Sunday, is due to the 
inimitable broadcasting of Col. Bob 
Newhall, sports commentator ex- 
traordinary. 


THE CROSLEY RADIO 


Mail Pouch 
Compliments 


* the WLW Field 
Merchandising Service 


And with reason. 


More than fifteen hundred jobbers and retailers selling 
tobacco products were contacted. The six night a week 
broadcast of the Mail Pouch Program of WLW was 
thoroughly explained. Tie-ups with wholesalers and 
retailers were obtained. Comparative sales data and 
check-up of both outside and inside displays secured. 
New business was put on the books. 


Unusual? Not a bit of it. 


But a typical job as done 


by WLW’s new Field Merchandising Service. Write 
us for our plan and our 72 page portfolio. 


Near the Center of 
the Dial 


POWEL CROSLEY, Jr., President 


Near the Center of 
Population 


CORPORATION 


CINCINNATI 


DEFINITIONS OF 
BUSINESS TERMS 
ARE FORMULATED 


New York, Oct. 27.—Advertising is 
auy paid form of non-personal pres- 
entation of goods, services, or ideas 
to a group. It involves the use of 
the following types of media: maga- 
zines and newspaper space; radio; 
motion pictures; outdoor media 
(posters, skywriting, signs, etc.); 
ecards (car, bus, etc.); catalogues; 
direct mail; directories and _ refer- 
ences; store signs; programs and 
menus; novelties (calendars, blot- 
ters, etc.); circulars.” 

That is the definition given in the 
report of the Committee on Defini- 
tions of National Association of 
Teachers of Marketing and Adver- 
tising which has just been released. 

“The majority of the committee 
was not able to devise any general 
formula which included all those 
activities embraced in advertising 
and which at the same time excluded 
certain other activities that are sim- 
ilar to but do not form a part of it,” 
the report says. “The above exceed- 
ingly specific definition was therefore 
decided upon.” 

It is interesting to note how this 
definition differs from that of L. 
Hausman, American Safety Razor 
Corp., Brooklyn, which won first 
award in the national competition 
sponsored by ADVERTISING AGE earlier 
this year, in which the jury was 
headed by Don Thomas, All-Year 
Club of Southern California, and in- 
cluded the presidents of each major 
national association in the field. - Mr. 
Hausman’s definition was: 

“Advertising: The dissemination 
of information concerning an idea, 
service or product to impel action in 
accordance with the intent of the 
advertiser.” 


Personnel of Committee 


The committee of the National As- 
sociation of Teachers of Marketing 
and Advertising which formulated 
the definition is composed of R. S. 
Alexander, Columbia University, 
chairman; G. R. Collins and John W. 
Wingate, New York University; Mel- 
vin T. Copeland, Harvard University; 
and E. T. Grether, University of 
California. 

Other definitions decided upon by 
this committee include: 

Marketing includes those business 
activities involved in the flow of 
goods and services from production 
to consumption. 

Distribution shall be regarded and 
used as synonymous with marketing. 
The committee recommends that in 
so far as possible its use be discon- 
tinued. 

Marketing research is the study of 
ali problems relating to the transfer 
and sale of goods and services from 
producer to consumer involving re- 
lationships and adjustments between 
production and consumption, prepara- 
tion of commodities for sale, their 
physical distribution, wholesale and 
retail merchandising, and financial 
problems concerned. Such research 
may be undertaken by impartial 
agencies or by specific concerns or 
their agents for the solution of their 
marketing problems. 

It is recommended that the use of 
the term market analysis be discon- 
tinued in so far as it is applied to 
the general activities described 
above. ' 


Define Chain Stores 


A chain store system is a group of 
stores of about the same size and 
type centrally owned and with some 
degree of uniformity in operation. 

A branch store is a subsidiary 
store owned and operated by an 
established retail concern. 

Manufacturers’ or _ wholesalers’ 
stores are stores owned and operated 
by manufacturers or wholesalers usu- 
ally for experimental and publicity 
purposes. 

A voluntary chain is a group of re- 
tailers each of whom owns and oper- 
ates his own store either associated 
with a wholesaler or acting co-opera- 


Pe | 
—_— 4 


tively. They are organized to 

on joint merchandising activities 
and are characterized by some degreg 
of uniformity of operation. Sug, 
joint activities have been largely 
three kinds: (1) co-operative buy. 
ing; (2) co-operative advertising: 
(8) group control of store opera. 
tion. 

Publicity is any form of non-per. 
sonal presentation of goods, services 
or ideas to a group. It includes 
advertising, news items, editoriaj 
comment, merchandise display ang 
sampling, and special service fe. 
tures (such as style shows, lectures, 
concerts, etc.) 

Selling is the personal or imper. 
sonal process of assisting and/or per. 
suading a prospective customer to 
buy a commodity or a service or to 
act upon an idea. 

Sales promotion is the co-ordina. 
tion of publicity and personal sales. 
manship. 


Guided by Usage 


Sales management is concerned 
with the direction and control of 
personal salesmanship in the field, 
It includes recruiting, selecting, 
training, equipping, assigning, rout- 


ing, supervising, paying and stimu. | 


lating as these tasks apply to the per- 
sonal sales force. 

Merchandising is the adjustment of 
merchandise produced or offered for 
sale to customer demand. It involves 
the co-ordination of selling with 
production or buying for resale. 

In setting up these definitions, all 
of which were accompanied by com- 
ment by the members of the conm- 
mittee, the committee points out that 
wherever possible, they have been 
set up in accord with common usage, 
in business language, and with an 
eye to the probability of their gen- 
eral adoption. 

“It is much more important,” the 
committee believes, “that some de- 
gree of uniformity of expression be 
achieved than that some one indi- 
vidual’s pet definition be vindicated. 
In a field cluttered with such a maze 
of conflicting usages it is impossible 
to please everybody or to reconcile 
all opposing uses. It would seem not 
to be too much to hope that, where 
the definitions prepared by the com- 
mittee are not hopelessly deficient, 
the members of the association give 
them their support even though the 
recommended usage may not exactly 
fit their opinions.” 


W. Frank McClure 
in “Who’s Who” 
The name of W. Frank McClure 
was inadvertently omitted from the 
article in a recent issue commenting 
en the advertising men whose names 
appear in the current issue of Who's 
Who in America. Mr. McClure’s 
name not only appears in this issue, 
but has also been in former issues. 
In addition to his work in adver- 
tising, including nine years as chair- 
man of the National Advertising 
Commission, five years as head of the 
Advertising Council of Chicago As 
sociation of Commerce, former head 
of State Advertising Clubs of Illinois 
and former secretary of the A. F. A, 
Who’s Who lists his activities as 
founder and for 17 years president of 
Wilmette Sunday Evening Club and 
for several years trustee of Chau 
tauqua Institution, Chautauqua, N. Y. 


Issues Unusual Booklet 


Kirsch Company, Sturgis, Mich. 
drapery hardware, has issued an ul- 
usual booklet for its dealers which 
has created considerable comment. 
Called “What the World Needs,” the 
text consists entirely of four line 
drawings to each double-page, each 
having an appropriate line under it, 
the four lines forming a rhyme. 


Is “Pacific Coast Golfer” 


Pacific Coast Golfer is the new 
name of Northwest Golfer & Country 
Club, Seattle. Personnel now it- 
cludes N. J. Curran, president; Alex 
C. Rose, editor; Sherman A. Pad- 
dock, managing editor; and Scotty 
Chisholm, associate editor. 


Randolph Does Research 


Julian P. Randolph, former mat- 
ager of the research department and 
previously space buyer for Hamman- 
Lesan Co., San Francisco agency, has 
opened offices in the Monadnock 
Bldg., San Francisco, to do advertis- 
ing copy research. 
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SWING BACK TO 
BRANDED GOODS 
BY CHAINS SEEN 


New York Marketing Group 
Discusses Testing 


New York, Oct. 21.—The effect on 
national and private brands of the 
tendency toward integration in food 
distribution and methods of conduct- 
ing sales tests of advertising copy 
were discussed at the recent meet- 
ing of the local chapter of the Amer- 
ican Marketing Society. 


R. A. Balzari, Marketing Counsel- 
lor of the McGraw-Hill Publishing 
Co. and chairman of the group, pre- 
sided. Addresses were made by Dr. 
Vv. H. Pelz, American Institute of 
Food Distribution; Frank R. Cou- 
tant, Pedlar & Ryan, Inc., and Wal- 
ter K. Porzer, Walter K. Porzer & 
Associates, Inc. 


The possibility that the next phase 
of the conflict between regular and 
voluntary chains may involve the 
concentration of merchandising 
effort on national brands by regular 
chains in proportion to withdrawal 
of support by the voluntary chains 
was adduced from Dr. Pelz’ re- 
marks. 

“Whether the regular chains to- 
day are pro-national brand or anti- 
national brand is one of the most 
debatable questions in the food 
field,” he said. “There is little 
doubt, however, but that the volun- 
tary chains, especially those spon- 
sored by wholesale grocers, are ex- 
panding their use of private label 
merchandise and that the tendency 
will be a permanent policy. 

“Food Institute studies of private 
brand merchandising by voluntary 
chains indicate that at least 71 per 
cent of them pack coffee under pri- 
vate labels, 44 per cent pack canned 
vegetables, 37 per cent canned 
fruits, and 18 per cent put out spe- 
cialty canned goods. 


Gives Definite Figures 


“Condiments are packed by 29 per 
cent, flour by 28 per cent, oatmeal by 
24 percent, evaporated milk by 23 
per cent, tea, macaroni, spaghetti 
and noodles by 19 per cent, jellies, 
preserves, mayonnaise and _ salad 
dressings by 18 per cent, flavoring 
extracts by 17 per cent, canned fish, 
peanut butter and catsup by 15 per 
cent, toilet paper and olives by 14 
per cent, salt by 12 per cent, pickles, 
vinegar and butter by 11 per cent. 

“These figures under-state the ex- 
tent of private label operations of 
the voluntary chains because they do 
not fully represent the relative 
Strength of I. G. A. and Red & 
White. These organizations are the 
leading exponents of private label 
merchandising.” 

The fact that voluntary chains are 
governed by psychological reactions 
as well as economic forces made it 
uncertain to chart their future, Dr. 
Pelz pointed out. 

“It is yet too early even to say 
whether or not the movement will 
be permanent,” he said. “Probably 
it is, if it can progress rapidly the 
next few years toward greater effi- 
ciency, particularly in retailing op- 
erations. 

“The voluntary chain sprang from 
the fear and panic of retailers. Once 
the fear subsides the vitality of the 
movement may be lost. 


Must Adjust Habits 


“Much depends on future growth 
and strategy of regular chains. If 
the centralized chain continues to 
Squeeze the independent retailer, he 
will fight back through cooperative 
organizations. If the chain store 
has reached its competitive peak, 
then the average retailer may once 
again give vent to his desire to be 
his own boss, especially if the co- 
Operative operations have not 
Yielded substantially greater profits 
to both wholesale and retail units. 

“Another factor is the speed with 


which voluntary associations can 
learn to adjust their working habits 
to parallel the basic operating ad- 
vantages of the regular chain. Pro- 
gress in that direction is slow be- 
cause it is difficult to teach old dogs 
new tricks and the spur of the fear 
of dismissal is lacking.” 

Dr. Pelz said nearly one-third of 
the grocery retailers were now mem- 
bers of voluntary chains, the number 
having increased 40 per cent the 
last two years to approximately 87,- 
500. With the regular chains they 
control from two-thirds to three- 
fourths of the market. 

Mr. Coutant declared that 90 per 
cent of the failures of sales tests of 
advertising were due to futile at- 
tempts to save time and money. 

“At least two months time is 
usually required for sales observa- 
tions prior to advertising, two 
months for advertising and further 
time for analyzing the returns,” he 
said. “Some products are bought 
frequently; others only at long in- 
tervals, and the advertising must be 
given time to work. 

“Test cities should have distinct 
market identity. Ultra-conservative 
cities that have stayed the same size 
for years should be avoided. Good 
test cities can be selected within the 
range of 25,000 to 50,000 population, 
and when cost permits, larger cities 
are advisable. ° 

“The test city should have diversi- 
fied local sources of income. Where 
there are one or two dominant in- 
dustries, shutdowns or inactive sea- 
sons may decrease buying power and 
invalidate the test. 


Spot Study Important 


“A spot study of current condi- 
tions, preferably made on the ground 
by a trained investigator, is highly 
important. It will bring to light such 
invalidating factors as the domi- 
nance of dealers whose favorable or 
unfavorable attitudes will cause wide 
sales variances. 

“Sales work and_ distribution 
should be as nearly equal as possible 
in both the test city, or cities, and 
the control city. Newspapers used 
should have between 10 per cent of 
equal coverage.” 

Mr. Coutant advised against test- 
ing more than one fundamental copy 
idea at a time, but said there was 
no objection to using simultaneously 
several approaches to the fundamen- 
tal idea. 

“Hold to the simplest elements of 
what you wish to test,” he sug- 
gested. “If you wish to compare 
effectiveness of small copy fre- 
quently against large copy infre- 
quently, use the same campaign in 
both sizes, not two different cam- 
paigns. 

“In order to get uniform condi- 
tions, ask the newspapers in test 
cities to cease all merchandising ac- 
tivities on the product and keep 
your own sales force in the dark. 
An enthusiastic salesman may give 
so much help that he will ruin the 
test. Do only regular routine work 
in all cities. 

“Expect to conduct the test at a 
loss,” Mr. Coutant said in closing. 
“It is too much to expect sales gains 
on a brief campaign to be great 
enough to pay for the test. It is 
good practice to advertise on a larger 
scale and more intensively than the 
size of test cities would normally 
justify in order to hurry the answer. 
The principle is the same as that 
practiced in the laboratory where 
years of wear are simulated by short- 
cut methods.” 

Mr. Porzer spoke on the subject 
of measuring the effectiveness of 
salesmen. 


Andrews Opens Office 


Clifton C. Andrews, for the past 
two and one-half years advertising 
manager of Willard Storage Battery 
Co., Cleveland, has resigned to open 
an office in New York, for the pur- 
pose of planning and distributing 
advertising displays and identifica- 
tion programs. 


Expand Cigar Copy 
Garcia Grande Cigars, Inc., is in- 
creasing its advertising appropria- 
tion to include metropolitan dailies, 
outdoor advertising, window displays 
and business papers. Peck Advertis- 
ing Agency, New York, is in charge. 


Detroit D. M. A. A. 
Winners Get Awards 


Formal presentation of awards to 
Detroit winners of Direct Mail Ad- 
vertising Assn. contest was made at 
the last meeting of Adcraft Club of 
Detroit by Frank Pierce, executive 
secretary of D. M. A. A. Seaman- 
Patrick Paper Co., first prize winner, 
received a check for $100, and Pon- 
tiac Motor Car Co., third prize win- 
ner, a check for $25. 

Certificates of merit were given to 
Kelvinator Corp., Chrysler Sales 
Corp., Cadillac Motor Car Co., and 
Electograph Co. The Direct Mail 


Leaders’ Exhibit is now on display 
in the Adcraft clubrooms. 


Wheeler Appoints 


Wheeler Paper Corp., Albany, N. 
Y., toilet tissues and paper towels, 
has placed its account with Humbert 
& Jones, New York, effective Nov. 1. 


Two Appoint Vars 


Addison Vars, Inc., Buffalo, has 
been named to handle the advertis- 
ing of Sponge-Aire Seat Co., Buffalo, 
ae Spark Plug Co., Auburn, 


Heinz Beans to Maxon 


Advertising of Heinz beans, in- 
cluding magazines and newspapers, 
now is being placed through Maxon, 
Inc., which will continue to handle 
advertising on all of the spaghetti, 
soups, tomato and condiment prod- 
ucts of H. J. Heinz Co. 


Carnation Changes Time 


Time of Carnation Milk Company’s 
“Contented Hour” symphonies has 
been changed from 8 P. M. on Mon- 
days to 10 P. M., eastern standard 
time. 


— 


CAN A PUMP | GIVE MILK? 


66 PUST add water 

and serve,” was 
never meant to ap- 
ply to milk or to 
newspaper circula- 
tion. Water adds 
to the gallonage, but 
it does not add to the 
FOOD VALUE. 
From the consum- 
er’s standpoint it 
adds to the cost with- 
out giving him in re- 
turn any proportion- 
ate benefit. So ad- 


vertisers have come to fight shy 
of circulation, any part of which 
they have any reason to suspect 


comes out of a pump. 


Fi F-8 


In these days, when the conva- 
lescent tissues of business must 
be rebuilt, it is more highly im- 
portant than ever before to make 
absolutely sure that there is no 
dilution or make-believe in the 
food from which you expect to 


get back your sales 


WA 


FACTS NO ADVER- 
TISER CAN IGNORE! 


For the first 9 months this -}- 
year, The Chicago Daily News 
carried more Retail Advertising 
than any other Chicago daily or 
the two morning papers com- 
bined. 

For the first 9 months this 
year, The Chicago Daily News 
carried more Grocery Advertis- 
ing than any other three Chicago 


dailies combined. 
Authority: Media Records, Inc. 


The Chicago Daily 
News has never at- 
tempted to develop 
phantom circulation. 
400,000 circulation is 
_ 400,000, and. so la- 
beled. There is no 
waste in Daily News 
circulation — 96% 
of it is concentrated 
inside the 40-mile 
Chicago trading 
area. No pumping 
has been done—no 
premiums used—no 


subscription contests employed. 
And, above all else, Daily News 
circulation has no Scatterville 


content whatsoever. 


strength. morning. 


+ ¥ ¢€ 


As a result of its highly con- 
centrated, 
lation The Chicago Daily News, 
six days a week, month in and 
month out, carries more total 
advertising lines than any other 
Chicago newspaper—evening or 


quality, evening circu- 


THE CHICAGO DAILY NEWS 


CONCENTRATED 


QUALITY 


QUANTITY 


EVENING 


CIRCULATION 


National Advertising Representatives: GEORGE A. McDEVITT CO. 


Copyright, 1932, The Chicago Dally News, Inc. 


CHICAGO 
Palmolive Building 


PHILADELPHIA DETROIT 


Record Bldg. 


New Center Bldg. 


250 Park Ave., NEW YORK 


NEW YORK 
165 Broadway 


SAN FRANCISCO 
Monadnock Bldg. 


Financial Advertising Offices 
CHICAGO 
29 S. LaSalle Street 
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Women in 
Advertising 


Mrs. E. W. Stubbs 


Chicago, Oct. 27.—Asa child, Eliza- 
beth Webster manifested a strong 
predilection for the advertising, 
rather than the editorial pages, of 
the magazines from which she 
clipped pretty pictures. 

In her girlhood, this affinity was 
even more pronounced, for she dis- 
covered more real literature in the 
advertisements than in the pages 
filled by editors. 

It is not surprising, therefore, to 
find her, as Mrs. Elizabeth W. 
Stubbs, one of the most highly re- 
garded copywriters on the staff of 
Aubrey & Moore, Chicago agency. 

Still on the sunny side of thirty, 
Mrs. Stubbs has had but two jobs in 
her eight-year business career. The 
first was with Charles A. Stevens 
Co., where, first, as a mere accessory 
of the advertising department, and 
later, as assistant advertising man- 
ager, she watched the swift and piti- 
less appraisal of the advertising as 
registered by the store’s sales sheets. 

Some of her copy attracted the 
attention of Aubrey & Moore, and 
when the agency acquired important 
accounts demanding the feminine 
touch, she was summoned, albeit 
with some reductance, to the Wrigley 
Building. 

Mrs. Stubbs was the first woman 
to join Aubrey & Moore in an execu- 
tive capacity. This experiment, un- 
dertaken five years ago, turned out 
happily for all concerned, though 
Mrs. Stubbs immediately let it be 
known she had no intention of con- 
fining herself to so-called feminine 
accounts. One of her first demon- 
strations of versatility was to write 
the unfinished copy for a well known 
cigar when the regular exponent of 
its merits became ill. She picked 
up the threads and carried the series 
on to completion without a break in 
the established style. The customers 
never detected the difference, if any, 
and the cigar went on to the success 
which had been predicted for it. 


Likely to Become Slaves 


While Mrs. Stubbs is modest about 
her achievements, she has some 
strong convictions about copy and 
women in advertising. As to the 
former, she believes there is no sub- 
stitute for enthusiasm based on 
knowledge of the product. She thinks 
advertising written in this spirit 
identifies and imparts itself to the 
reader. 

As for women in her field, she in- 


clines to the belief that unless they 
are on their guard, they are likely 
to become the too devoted slaves of 
their work. The secret of success 
she regards as the ability to live 
naturally, maintaining old contacts 
and making new ones, exhibiting a 
normal interest in books, shows, 
styles, people. 

Mrs. Stubbs, a graduate of North- 
western University, Chicago, believes 
in continuous study—as long as it is 
stimulating and not drudgery—and 
she wades through a good many 
tomes devoted to economics and 
psychology. She makes an occa- 
sional flying trip to New York to see 
what new styles are going to do to 
accounts she serves. 

She has a feeling that advertising 
will never return to its exact former 
status. Viewpoints and reactions of 
consumers are undergoing some 
subtle but fundamental change, she 
thinks, and it behooves advertising 
folk to be eternally vigilant. 

Mrs. Stubbs votes against dissipa- 
tion of energy in miscellaneous club 
work and contents herself with 
duties as a member of the agency 
departmental of the Chicago Adver- 
tising Council. 


Paints A. B. C. 
As Benefactor 
Of Advertising 


Chicago, Oct. 27.—Great sums are 
invested in advertising in this coun- 
try only because of the existence of 
the Audit Bureau of Circulations, O. 
C. Harn, managing director of that 
organization, told the Chicago Finan- 
cial Advertisers at their weekly 
luncheon yesterday. 

Mr. Harn quoted one leading ad- 
vertiser as saying: “Were it not for 
the A. B. C., we would not dare to 
spend our stockholders’ money on 
the lavish scale we have adopted for 
advertising.” 

Another advantage of the A. B. C. 
is that it has standardized nomen- 
clature of publishers, Mr. Harn 
pointed out. When one now speaks 
of “net paid,” he is thinking in the 
same terms as all others in his field. 
This was far from true before the 
organization of the A. B. C. 

Mr. Harn recalled the birth of the 
A. B. C., as the successor to the old 
Association of American Advertisers, 
or “Three A’s,” as it was commonly 
known. Confined to advertisers, the 
organization failed to make much 
headway and finally expired. 

Unknown to each other, groups in 
New York and Chicago then began 
work on the formation of a new body 
to represent all interests. The move- 
ments were consolidated later and 
the A. B. C. was formed with a Mr. 
Whitman as the first managing di- 
rector. 

Mr. Harn illustrated the scope of 
the A. B. C. by pointing out that 
though only about half of the coun- 
try’s newspapers are members, they 
represent 89 per cent of all news- 
paper circulation. 


G. D. Padgett Dead 


G. D. Padgett, managing editor of 
Terre Haute Star, Terre Haute, Ind., 
died suddenly last week. He was at 
one time with Indianapolis Star and 
Chicago Journal. 


Names Critchfield 


Advertising of Oscar H. Will, Bis- 
marck, N. D., seeds, has been placed 
with Critchfield & Co., Minneapolis. 
Farm papers and general magazines 
will be used. 


—that in the Novem- 
ber issue Pictorial 


Review had eight “new” 
pieces of business? 


PRICE MENTIONS 
FAIL TO CREATE 
MUCH INTEREST 


New York, Oct. 27.—While it is too 
early to gauge the full effect of the 
policy of permitting mention of price 
inaugurated Sept. 15 by the broad- 
casting chains, it appears from the 
first reaction that national advertis- 
ers are not as concerned about price 
advertising as is generally believed. 

It is also evident that Columbia’s 
ruling restricting sales talk to 10 
per cent of the broadcasting time 
when prices are mentioned works no 
appreciable hardship on its adver- 
tisers, as this chain’s percentage of 
clients taking advantage of the new 
policy is slightly more than Na- 
tional’s, which has no limitation but 
“good taste.” 

To date, 13 radio advertisers out 
of a total of 65 using the Columbia 
system are making price mentions, 
while there are only 24 price adver- 
tisers out of a total of 140 on the Na- 
tional system. 


Three Cut Sales Message 


The sales continuities of the Oxol 
and Phillips’ Dental Magnesia pro- 
grams on the Columbia system were 
cut from between three and four 
minutes to one and one-half minutes 
in order to comply with the price an- 
nouncement restriction. Only one 
other advertiser, General Cigar Co., 
had to ease up on the listeners, and 
the cut in this case was slight. 

Among the other Columbia pro- 
grams in which prices are mentioned 
are La Palina cigars, Robert Burns 
Panatelas, Barbasol, Italian Balm 
and Bourjois beauty products. 

National price merchandisers in- 
clude Great Atlantic & Pacific Tea 
Co., Dunn & McCarthy (Enna Jettick 
shoes), Stanco, Canada Dry Ginger 
Ale Co., Pepsodent Co., American 
Tobacco Co. and Frigidaire Corp. 

Advertisers and agencies gener- 
ally, regardless of whether they are 
taking advantage of the price privi- 
lege, have said it is a good thing, 
the chains report, adding, “there has 
been absolutely no unfavorable re- 
action discernible on the part of the 
radio audience.” 


Gene Van Guilder 
Becomes Free Lance 


Gene Van Guilder, formerly editor 
and art director on the Ahrens Pub- 
lications staff, will serve after Nov. 1 
as a free lance artist, designer and 
typographic consultant. He will 
maintain an office and studio in the 
Ahrens Publishing Company quar- 
ters, Daily News Bldg., New York, 
and continue to supervise the art 
work of that company’s publications. 

Mr. Van Guilder has carried out 
several projects in package design- 
ing during the past year and plans 
to devote considerable time in the 
future to this specialized profession. 


Agent in Politics 


Claude Schaffner, head of the New 
Haven, Conn., agency of that name, 
and former manager of Wilson H. 
Lee Agency, is a candidate for the 
state senate. 


Club Plays Bridge 
Members of Greater Buffalo Adver- 
tising Club are conducting an elimi- 
nation bridge tournament which will 
extend for 13 weeks. Fred A. Pea- 
cock, first vice-president, is in charge. 


Newark Hears Cowan 


The public is tired of high-powered 
salesmanship, Stuart Cowan, Cowan 
and Dengler, New York, told the 
Advertising Club of Newark, N. J., 
last week in an informal talk. 


To “Western Advertising” 


Leo C. Tobin, formerly advertising 
manager of Tide, New York, has 
joined Western Advertising, San 
Francisco, as New York manager. 


Start Iowa Paper 


News-Advertiser, Manson, Ia., has 
been started with Joseph Dalton in 
charge. 


AWARDED CUP FOR SERVICE TO CLUB 


oe ar a 


Hale Nelson, advertising manager, Southwestern Bell Telephone Co., 
and vice-president, Advertising Club of St. Louis, presents Eugene 
J. Lemcoe, young account executive of John Ring Advertising Co., 
with the award sponsored by the senior club for outstanding service 


in Junior Advertising Club of St. Louis. 


Similar awards will be 


made each year. 


Juniors Stage 


Another Fight 
Over Election 


St. Louis, Mo., Oct. 27.—Hugh B. 
Terry, Russell T. Gray, Inc., was re- 
elected president of Junior Advertis- 
ing Club of St. Louis following one 
of: the intensely exciting elections 
for which this club of juniors is 
noted. 


A voting response of 100 per cent 
in the original election resulted in 
a dead heat between Terry and Wil- 
liam F. Windhorst, Clark-Sprague 
Printing Co. the opposition candi- 
date. A private ballot taken by mail 
finally decided the issue. 

Other officers are: first vice-presi- 
dent, Gale Curtright, New York Life 
Insurance Co.; second vice-president, 
William O. Dempsey, D’Arcy Adver- 
tising Co.; third vice-president, Les- 
ter C. Geil, Beacon Paper Co.; 

Secretary, Ben Weinbach, Com- 
mercial Letters, Inc.; treasurer, Saul 
Schimel, Automobile Club of Mis- 
souri. 


Farm Paper’s 
Review of Copy 
Wins Following 


Birmingham, Ala., Oct. 27.—Pro- 
gressive Farmer and Southern Rural- 
ist is stimulating perusal of the ad- 
vertising in each issue with a new 
department, “I See by the Ads,” in 
which one Bill Casper gives his re- 
actions in a homely style which has 
proved popular. 

“IT was lookin’ at the ads like I 
always do when I first lay hands on 
it,” related Bill in the current issue. 

“First I seen was the big 8. Land 
sakes! did you ever see so many 
horses? Looks like they are 
swarmin’ down over the whole west 
end of the United States. Do you 
reckon that fellow has actually got 
that many horses hitched to one 
machine? 

“Then I turned to the next one, 
that one about dynamite and what 
all you can do with it, which is a 
mighty fine thing. I’ve seen fellows 
shoot stumps clear out of the ground 
with just a little bit of it.” 

Bill’s recital ends with a story of 
a slight dispute with his better half 
over the merits of a cake pictured 
in the advertising columns. 


Increase Plant Activity 


Following a sharp increase in the 
business, the plants of Walter Baker 
& Co., Inc., Dorchester, Mass., choco- 
late, are now running about 40 per 
heart, vice-president, General Foods 
Corp., has announced. 


VITAMIN BATTLE 
IS FORECAST IN 
BREAD INDUSTRY 


San Francisco, Cal., Oct. 27.—With 
the launching of an advertising 
campaign on behalf of Vitex, a 
vitamin D concentrate for use in 
bread and milk, in the east, and pro- 
motion of Vitab Cereal Concentrate, 
a vitamin B product for use in white 
bread, here, the stage is set for a 
stirring battle of vitamins in an 
effort to capture the national health- 
bread market. Both campaigns are 
aimed squarely at the parents of 
growing children. 

Vitab Cereal Concentrate is a 
product of Vitab Products Company, 
and is sold to selected bakeries for 
inclusion in white bread. The con- 
centrate was developed by a member 
of the University of California fac- 
ulty, and is said to produce a loaf 
which contains more vitamin B than 
any white bread on the market, as 


well as to make better, quicker 
toast, and to keep its freshness 
longer. 


Promotion for Vitab bread has al- 
ready started in California, is sched- 
uled for immediate expansion into 
the Pacific northwest, and will take 
on national proportions as additional 
franchises are sold to bakers in 
other sections of the country. 

Newspaper copy, outdoor advertis- 
ing, spot radio broadcasting, and 
point of sale displays are being used 
in behalf of the new product. The 
value of the new bread to growing 
children is strongly emphasized. 

To capitalize on the juvenile ap 
peal, the bread is attractively pack- 
aged in red, white, yellow and blue, 
with a red seal centering a large “B” 
and including the words “creates ap 
petite” prominently displayed. 

Wrapper inserts in the form of toy 
money—‘Vitabucks” of various de 
nominations bearing cartoon figures 
and jingles—are being used, and the 
juvenile tie-up will be further 
strengthened by making “Vitabucks” 
good for admission at neighborhood 
movie houses. 

The San Francisco office of Camp- 
bell-Ewald Company is in charge of 
the campaign. 


Urges Medical Copy 
Advertising to raise the standards 
of public health is urged upon medi- 
cal organizations by Dr. Michael M. 
Davis, medical director, Julius Ros 
enwald Fund, in a report issued this 
week, 


Shelley Moves 


H. A. Shelley, San Francisco dis 


tributor of advertising specialties, 
has moved to 320 Market St. 
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LOCAL CONTEST 
TIED UP WITH 
COKE SAMPLES 


New York, Oct. 27.—Acting on the 
theory that the appearance and 
properties of coke are new to those 
who do not use this fuel, the Kop 
pers Seaboard Coke Company is con- 
ducting a sampling drive in con- 
junction with a contest and inten- 
sive newspaper campaign in Brook- 
lyn and Queens. The merchandising 
program is in charge of Erwin, 
Wasey & Co. 

Uniformed Postal Telegraph mes- 
senger boys are distributing the coke 
samples and contest literature to 
home-owners at the rate of 40,000 a 
day. When the drive ends, 250,000 
one-and-two-family dwellings will be 
covered. 

The sample, a piece of coke twice 
the size of a walnut, is enclosed with 
a key in a cellophane envelope 
stapled to a booklet giving contest 
directions and sales points on the ad- 
vantages of coke. 

Recipients are instructed to take 
their keys to the nearest office of 
the Koppers Seaboard Coke Co., 
where they will find a treasure chest 
on display. If the key opens the 
lock, they are awarded an electric 
alarm clock and are eligible for a 
grand prize. 

To receive the contest visitors, the 
treasure chests are mounted on plat- 
forms and half sunk in piles of sand, 
and palm trees and back-drops of 
sea vistas help to give the show- 
rooms a treasure hunt atmosphere. 


Use Demonstrations 


Demonstration furnaces and sales- 
men sell the advantages of coke to 
visitors after they try out their key, 
and a consolation prize is placed 
near the exit for key-holders whose 
key does not open the lock. This 
takes the form of a large pile of 
coke, with a cash prize offered for 
the most accurate guess as to the 
number of pieces in the pile. 

The backbone of the program in 
newspaper advertising, with practi- 
cally all Brooklyn, Queens and West- 
chester County dailies receiving one 
1,000-line insertion a week. Inter- 
rupting the former tendency of coke 
advertising to feature economy, the 
new copy stresses distinctive prop- 
erties and capitalizes on the huge 
volume of gasoline advertising by 
pointing out that coke, like gasoline, 
is a man-made fuel, which benefits 
from the onward march of science. 

Pursuing the educational effort, 
the advertising dwells on the fact 
that coke is manufactured from a 
blend of soft coals and the finished 
product is constantly tested for uni- 
formity, whereas the quality of raw 
coal, even from same vein, is sub- 
ject to more or less variance. 

Economy is introduced in terms 
of heat measurement and statements 
such as, “95 out of 100 furnaces in 
European homes burn coke exclu- 
sively, because the thrifty people of 
the old country have been quick to 
adopt a better fuel that costs less.” 


Joins Doremus 


Norris C. Flanagin, formerly with 
Matthew G. Pierce and prior to that 
middle western representative of 
Theater Magazine, has joined Dore- 


mus & Co., Chicago, as account ex- 
ecutive. 


Cremo Cuts Message 
American Tobacco Company has 
abandoned its “20 words—no more, 
no less” copy in newspapers. Cur- 


rent copy includes a headline-slogan 
of 12 words. 


Harman with K. & E. 


W. Revere Harman, formerly with 
the General Foods Sales Co., New 
York, has joined Kenyon & Eckhardt, 
Inc., New York agency. 


Ballard Names Ayer 
Ballard & Ballard Co., Louisville, 
Our manufacturers, has placed its 

account with N. W. Ayer & Son, Inc. 


Has Cordial Line 


Richardson, Alley and Richards 
Co., New York, has been appointed by 
W. A. Taylor and Co., New York im- 
porters, to direct domestic advertis- 
ing of Martini and Rossi Vermouth, 
Red Lion flavors, Todoro Cooking 
Sherry, Cusenier cordials and simi- 
lar products. 


Crosley Joins N. E. M. A. 


Crosley Radio Corporation, Cin- 
cinnati, O., has joined the refrigera- 
tion division of National Electrical 
Manufacturers Association, becoming 
the twelfth member of the group. 


Names Redfield-Coupe 


Associated Guidance Bureau, New 
York, a psychological service, has 
placed its account with Redfield- 
Coupe, Inc., New York. 


Railroad’s Use 
Of Hoover Photo 


Stirs Interest 


Chicago, Oct. 27.—Photographs of 


President Hoover and Governor 
Roosevelt were included in recent 
“twin” advertisements of Chicago, 


Milwaukee, St. Paul and Pacific Rail- 
road only after permission for their 
use was received, Roche, Williams and 
Cunnyngham, the railroad’s agency, 
has revealed. 

Appearance of the photographs 
created much interest among adver- 
tising executives. 

The advertisements, which were 
reproduced in the Oct. 15 issue of 


ADVERTISING AGE, appeared on the 
same day, were of the same size, and 
contained the same copy, only the 
photographs and captions being dif- 
ferent. 


The headline announced, “His 
choice—The Milwaukee Road,” and 
copy read: 


“Served by this railroad during his 
recent visit in the Middle West. 

“Serving Presidents and other 
leaders has long been a privilege of 
The Milwaukee Road. 

“Route of the Olympian, Pioneer 
Limited, Arrow and other famous 
trains.” 


Sickels Has Agency 
Edmund D. Sickels has opened an 
agency for the buying and selling of 
publications at 51 E, 42nd St., New 
York. 


Paul Whiteman to 


Direct Buick Program 


Paul Whiteman will head the new 
radio show which Buick Motor Car 
Company will inaugurate over a na- 
tional NBC-WEAF network Oct. 24. 

The program will be broadcast 
each Monday evening. 


Appoint Franklin 


Franklin Advertising Corp., New 
York, has been appointed by the Al- 
don Distributing Co., New York, pop- 
ular priced cosmetics. Sunday news- 
papers will be used. 


Dethol Appoints Ayer 


Advertising of Dethol Manufactur- 
ing Co., Washington, D. C., insecti- 
cides, has been placed with N. W. 
Ayer & Son, Inc. Newspapers and 
business papers will be used. 


N THE dressing rooms of Madame 
Hoopingarner, modiste, are ladies of 
all shapes and sizes. Not a man to be 
seen. A pair of visible long pants would 
throw the whole place into a soprano 
uproar. 


But in this Feminine Sanctuary there 
are at least as many men as women, 
and probably more. For in the mind’s 
eye of every woman there is at least 
one man. 


Later in the day some of these women 
will meet men for tea. Others will go 
home to cook spareribs and cabbage for 
men. Others will go on shopping tours 


for or with men. 


Women insist upon thinking of men. 


They don’t always think well of them, 
but that’s not essential. They think. 
That is one of the pleasanter features 
of the Cosmic Plan. 

And when you sell to women it is 
well to keep that mental habit of theirs 
in mind. Women doubtless make 85% 
(or thereabouts) of all retail purchases. 
But the same men that swarm unseen 
in Madame Hoopingarner’s will still be 
with women in the drug stores, the 
grocery stores and department stores 
which they will visit later. Invisible to 
the sales clerk, they make their wants 
and preferences known. . 

The shadow of a husband stands 
beside every Buying Wife—and the 
shadow may block the sale of your 


THIS WHOLE ROOM 
IS SWARMING WITH MEN! 


goods if you haven’t had a confidential 
word with him yourself. 

An easy way to do that is to advertise 
in magazines that are read by women 
and men. Redbook is one of these. The 
average thousand copies, by an actual 
count, are read by 1420 men and 1480 
women. 

Costs more? No. Costs less. In fact 
it costs 30% less to reach the whole 
family through Redbook than it costs 
to reach women alone through other 
media. Even if it didn’t help your sales 
to have men see your advertising, it 
would cost less to reach women alone in 
Redbook! Sell the family and you sell 
all. Redbook Magazine, 230 Park Ave- 
nue, New York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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PROMOTE NEW 
PLUG CLEANER 


Flint, Mich., Oct. 27—A C Spark 
Plug Company will bid for the busi- 
ness of the economy-seeking motor- 
ist who wants to retain old parts 
instead of replacing them, when it 
introduces a new device to be known 
as the A C Spark Plug Cleaning Ma- 
chine in the Nov. 19 issue of Satur- 
day Evening Post. 

The company’s slogan, “Worn 
spark plugs waste one gallon of gas 
in every ten,” will be adapted to the 
new product by rewording it to read, 
“worn or dirty spark plugs.” The 
revised slogan will be supported by 
quoting results of tests conducted by 
the University of Michigan and be- 
fore the Pittsburgh section of the 
Society of Automotive Engineers. 

Copy will claim the device to be 
the first of its type that will not 
damage the insulator during the 
cleaning process. 

Fifteen trade publications are on 
the A C schedule for the cleaner, and 
additional general magazines will be 
added after the first of the year. 
Promotional pieces already mailed to 
the trade number over 60,000. Camp- 
bell-Ewald Company, Detroit, is in 
charge of the campaign. 


Distribution Reference 


Service Is Started 


The first issues of “Distribution 
Digest” and “Distribution Index,” 
published by Walter Mann & Staff, 
New York, have just been distributed 
to subscribers. Editorial matter 
consists of digests from the previous 
month’s issue of 18 marketing and 
advertising papers, including ADVER- 
TISING AGE. 

The digests are classified under 47 
divisional headings, and the publi- 
cations are arranged so that they 
may be filed for quick reference. 


Pana Has Weekly 


Pana Weekly News, Pana, IIl., pub- 
lished by William Hellman, has 
made its appearance. It is Pana’s 
third paper. 


Loan Company 
Advertises_ to 
Stop Hoarding 


New York, Oct. 27.—A vigorous 
drive against hoarding is being con- 
ducted here by Modern Investment 
and Loan Corporation, which is using 
24-sheet showings and painted wall 
displays in the metropolitan area to 
announce that it pays five per cent 
interest, has no restrictions on de- 
posits, and pays interest from the 
day money is deposited until the day 
it is withdrawn. 

Painted wall displays show a 
Scotch Highlander, dressed in native 
costume, indicating with a broad and 
confident smile that his native con- 
servatism and thrift have been en- 
tirely satisfied, and that he puts his 
money in Modern at five per cent 
interest. 

The newest poster showing in the 
campaign is devoted to the other 
side of the company’s business, mak- 
ing personal loans. 


Harris Heads B. C. 


Press Association 


W. S. Harris, Vernon News, was 
re-elected president of British Colum- 
bia and Yukon Press Assn., at the 
annual meeting. Other officers are: 
T. A. Love, Grand Forks Gazette, 
first vice-president; E. B. Mayon, 
Merritt Herald, second vice-presi- 
dent; J. E. Jamieson, Armstrong Ad- 
vertiser, secretary-treasurer. 

Executive officers are C. A. Barber, 
Chilliwack Progress; G. W. A. Smith, 
Surrey Leader, Cloverdale; Thomas 
Collinge, Ladysmith Chronicle; T. W. 
Green, Powell River News, and R. E. 
White, Kamloops Sentinel. 


Ayer Has New Service 

N. W. Ayer & Son, Inc., Philadel- 
phia, has organized an export divi- 
sion to serve advertisers in foreign 
markets. 


Plan Davenport Day 
Davenport, Ia., Advertisers’ Club 
is working on plans for Davenport 
Day, to be held during November, 


which will be sponsored by the club. 
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Painted wall displays being used in New York Metropolitan area 
by Modern Investment and Loan Corp., New York, through Gen- 
eral Outdoor Adv. Co. 


Better Business 
Bureau Objects 
To Crisco Copy 


New York, Oct. 27.—National Bet- 
ter Business Bureau has issued a 
bulletin denouncing current adver- 
tising of Crisco, product of Procter 
& Gamble Co., Cincinnati, on the 
ground that it “has contained the 
broad inference that other cooking 
fats cause indigestion and that users 
of these other fats invite stomach 
troubles of various sorts.” 

Its objections are based, the Bu- 
reau says, upon the following ex- 
cerpts from current Crisco copy: 

“Don’t be unfair to your stomach. 
Use Crisco . . . the fat that digests 
quickly.” 

“It certainly doesn’t pay to take 
chances with your stomach, does it? 
Be safe. Use Crisco in your cooking, 
because Crisco is a quick-digesting 
fat.” 

“Play safe when you buy cooking 
fats—your family’s digestion and 
health are at stake.” 


Called “Attack on Lard” 


While the unfairness of these ex- 
cerpts may not be apparent to a 
casual reader, the Bureau finds that 
“this is an attack upon iard. 
Neither the advertiser nor its ad- 
vertising agency has submitted to us 
one scrap of evidence to prove that 
lard is harmful, indigestible, or in 
any way unhealthful, and yet they 
see no reason why they should not 
continue this attack.” 

The Bureau reports that Procter & 
Gamble Company retains a biological 
chemist “who claims that his re- 
search indicates that Crisco digests 
from 18.8 to 27.8 per cent more ra- 
pidly in a laboratory test tube than 
lard,” but does not see how this 
affects the issue. 

“Assuming that Crisco does digest 
more rapidly,” the Bureau contends, 
“it does not follow that lard there- 
fore is indigestible. Fish digests 
more rapidly than lamb, yet lamb is 
not indigestible. Lamb digests more 
rapidly than pork, yet pork is not 
indigestible.” 


Start Garden Paper 


Wrigley Directories, Ltd. Van- 
couver, B. C., have begun publication 


of The Garden Beautiful, a monthly 
for amateurs. 


“The Road Back” 


Kingsley E. Humbert, Humbert & 
Jones, New York, has written a 
booklet, “The Road Back,” discussing 
current sales and advertising prob- 
lems. The booklet is available on 
request. 


New Music Magazine 


Western Music Arts, a_ semi- 
monthly, has been announced by 
Western Music Arts Publishing Co., 
San Francisco. Alfred Metzger will 
be editor. 


Own Cigarette 
Brand Tried by 
Grocery Chain 


Philadelphia, Oct. 27.—Americap 
Stores Company, a grocery chain 
operating in Philadelphia and sur. 
rounding communities, is now mar. 
keting a private brand of ten-cent 
cigarettes. 

The new cigarette is made for the 
company by Stephano Bros., Phila. 
delphia, and is known as “Gems,” 
They come in packages of 20. 

The cigarettes are wrapped in cel- 
lophane and are attractively pack- 
aged in white, with lettering in red, 

So far as is known, this is the 
first attempt by any chain system 
outside the tobacco business to pop- 
ularize its own brand of cigarettes, 


Sackett Named C. M. C. 


Advertising Manager 
Ray C. Sackett, for the past four 
years public relations counsel and 
publicity director for Advertisers, 
Inc., Detroit agency, has been named 
advertising manager of Continental 
Motors Corp., Detroit. 
His task will include promotion of 
the new Continental automobile. 


G. M. Payroll Grows 


General Motors Corporation has 
announced that its payroll increased 
2,053 for September as compared 
with August. This is the first in- 
crease in employment for the current 
year. 


Named Representative 


Gladys Huss, 11 W. 42nd St., New 
York, has been named eastern adver- 
tising representative for Hospital 
Topics and Buyer, Chicago. 


Staples to R. & R. 


Lawrence S. Staples, formerly with 
Ferry-Hanly Advertising Co., has 
joined the Kansas City staff of Ruth- 
rauff & Ryan, Inc. 


Lea & Perrins Appoint 


Advertising of Lea & Perrins, Inc. 
Worcestershire Sauce, has _ been 
placed with Richardson, Alley & 


Richards Co., New York. 


John Held, Jr. 
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J. P. McEvoy 
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James Montgomery Flagg 


Alice Hughes »& 


Wallace Morgan 


they speak for themselves 
in LIFE’S 50th Anniversary (January) Issue 


STARS all—they make a swell line-up in 
LIFE’S big January issue—out December 
21—CLOSING DATE November 20. Start 
your 1933 sales campaign with LIFE on 
your list! Buy LIFE’S 125,000 Guaranteed 
Average Net Paid ABC—at $700 per page— 
$5.60 per page per thousand. 


Lif’e 


60 East 42nd Street, New York 


Don Marquis 
% Percy Crosby 

Oliver Herford 
Charles Dana Gibson 
%* Crichton 
Harry Evans 
F. G. Cooper 


Don Herold 


* 
* 
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Banks Plan to 
Extend Use of 
Sun-Maid Mark 


San Francisco, Cal., Oct. 27.—Solar 
Products Corporation has been cre- 
ated here by four California banks 
to develop world-wide markets for a 
number of products bearing the 
trade name Sun-Maid. 

Plans for the new organization, 
which undoubtedly will use extensive 
advertising, are being developed by 
Livingston B. Keplinger, San Fran- 
cisco investment banker who has 
been named president of the cor- 
poration. 

For a number of years Sun-Maid 
Raisin Growers have owed $5,600,000 
to Federal Intermediate Credit Bank 
of Berkeley, Bank of America, Anglo- 
California National Bank, and Secur- 
ity-First National Bank of Los An- 
geles. 

Solar Products Corporation has 
been organized by these banks 
following cancellation of this debt in 
exchange for the right to use the 
once widely advertised Sun-Maid 
trade mark in the merchandising of 
food and agricultural products. The 
raisin grower’s co-operative retains 
the exclusive rights to use of the 
Sun-Maid brand on raisins and dried 
fruits. 

No announcement has been made 
as to what products will be marketed 
by the new corporation. 


Sends Out “Time” 


Martin Printing Co., Cleveland, 
has sent an unusual mailing piece 
to prospects, consisting of a copy of 
Time, enclosed in a jacket which 
carries the selling message. 


Ufford Dead 


C. W. Ufford, former business and 


advertising manager, Birmingham 
News, Birmingham, Ala., died in 
California recently. 

Wabash 0-5-8-5 


It’s not very logical 
to pay a large sum 
for space in a pub- 


lication and then 


“trust to luck” that 
your advertisement 
will look all right. 
Make certain of a 
pleasing physical 
appearance by hav- 


ing Pittsford set it 


BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street Chicago 


‘NOTHING NEW 
UNDER SUN’ IS 
PROVED AGAIN 


New York, Oct. 27.—The report 
that the new campaign for RCA- 
Victor radios released the dog in the 
famous Victor trademark from his 
motionless and speechless role for 
the first time, elicited an eloquent 
“Oh! Yeah,” from old-time dealers 
and one J. Henry Smyth, Jr., for- 
merly a publisher of children’s books 
and now a consultant on advertising 
slogans in this city. 

Proving again the old adage, 
“There is nothing new under the 
sun,” Mr. Smyth produced evidence 
to show that the Victor dog first 
became animate and articulate for 
advertising purposes before the war. 
sion’s reporters must exercise more 
that as advertising adds to its his- 
torical background and innovations 
become fewer and fewer, the profes- 
sion’s reporteds must exercise more 
and more caution. 

Mr. Smyth’s Exhibit A is a pro- 
motion piece in the form of a 12- 
page booklet of verses for children 
revealing that Nipper once came to 
heel at the call of “Vic,” and that 
in his early days as a salesman he 
scorned dull prose for sprightly verse 
when telling the story of Victor 
superiorities. Other accomplish- 
ments depicted in the booklet’s illus- 
trations include operating the Vic- 
trola, sorting records and tap danc- 
ing. 

The Victor exhibit also throws an 
interesting sidelight on advertising 
methods of a bygone day when na- 
tional advertisers regarded a picture 
book for the kiddies as indispensable 
as the present-day comic strip. 


Prepared Victor Booklet 


“I prepared many such booklets 
for national advertisers before the 
war,” said Mr. Smyth. “Usually, 
they were written to order and the 
advertiser purchased the copyright 
and took charge of distribution. 

“I published the Victor booklet as 
a speculation of my own and en- 
deavored to sell it to the Victor 
company without success. Harry 
Brown was advertising manager 
then, and he and other executives 
and officials praised the booklet, ap- 
proved its contents and assisted me 
in selling several hundred thousand 
of them to Victor dealers. 

“The fourth cover was imprinted 
with the dealer’s signature and a 
special message. Dealers were en- 
thusiastic and ordered in huge quan- 
tities when I attended the Victor 
conventions in 1914 and 1915 to pro: 
mote the sale of the booklet at the 
company’s invitation. 

“The response to the booklet sug- 
gested a toy of the Teddy Bear type, 
and I put a toy Victor dog on the 
market in 1915. Several thousand of 
them were sold by Victor dealers, but 
interest died out quickly and the toy 
was far from being the success the 
booklet was.” 


E. P. Thomas Heads 
Foreign Trade Council 


Eugene P. Thomas, vice-president, 
United States Steel Corp., was elected 
president of National Foreign Trade 
Council at its annual meeting. 
James A. Farrell continues as chair- 
man. 

Gardner L. Harding was named 
secretary to succeed the late O. K. 
Davis, and Robert H. Patchin was 
re-elected treasurer. 


Joins Pepsodent 


Will de Grouchy, until recently art 
director for Ladies’ Home Journal, 
and for 10 years promotion manager 
of Curtis Publishing Co., has joined 
Pepsodent Co., Chicago, as promotion 
manager. 


Account for Towell 


Advertising of Olds Seed Co., Madi- 
son, Wis., has been placed with Ar- 
thur Towell, Inc., Madison. General 
magazines and farm papers will be 
used. 


Patent Concern 


Opens N. Y. Offices 


Offices have been opened in the 
Chrysler Bldg., New York, by Amer- 
ika-Interessen, Inc., American unit of 
A. G. Fuer Amerika-Interessen, oper- 
ating in Berlin, Paris, and London. 

The company “makes available to 
the manufacturers of one country 
devices, processes and patents that 
have proved successful in other 
countries.” 


Publishes Digest 


Eddy-Rucker Co., Cambridge, 
Mass., has begun publication of 
“Marketing Management,” a digest 
of merchandising, advertising, dis- 
tributing and selling information. 


Proprietary Appoints 
Advertising of Herb Juice-Penol 
Co., Danville, Va., proprietaries, has 
been placed with Gottschaldt-Hum- 
phrey, Inc., Atlanta. 


Announce New Auto 


“Continental” will be the name of 
the new low-priced car which Conti- 
nental Motors Corp., Detroit, plans 
to introduce shortly. 


MacEdward Is Manager 


Gordon K. MacEdward has been 
named general manager and treas- 
urer of Animated Advertising Dis- 
plays, Inc., Detroit. 


Four-Fifths of 
Salesmen Lost 
In Four Years 


Chicago, Oct. 27.—In 1928, five mil- 
lion persons were engaged in selling. 
Today, the number is 900,000. 

This is one reason for the shrink- 
age in volume of business, in the 
opinion of W. K. Braasch, of the 
Salesmanship Foundation, Inc., Chi- 
cago, who addressed the Chicago 
Advertising Council today. His sub- 
ject was “Fundamentals of Modern 
Merchandising.” 

Mr. Braasch suggested that cour- 
age is one of the vital factors in 
selling, but that employers them- 
selves have failed to manifest this 
quality, cutting sales forces to the 
bone when more and better sales- 
men were the logical answer to pre- 
vailing public psychology. 

He said the basic human emotions 
are love, anger and fear. They never 
change, but conditions do change, 
which is why merchandisers must 
adjust their approach to the times. 

The most pressing need of this 
country is to establish standards of 
value, he asserted. It is fluctuating 
standards which have driven store 
buyers to the brink of insanity and 


caused wages to be cut to a point 
where they provide little €.cess 
above a bare living. 


He said no salesman should be 
hired unless he first sells himself. 
Nine out of ten who are asked to 
tell of their biggest single sale re- 
veal that they possess no conception 
of the fundamentals of salesmanship, 
Mr. Braasch asserted. 


Some of these basic requirements 
are a pleasing personality, confidénce 
based on facts, knowledge, applica- 
tion, faith, courage and creative im- 
agination. There is no substitute for 
enthusiasm, which the speaker de- 
fined as the salesman’s belief in the 
statements he makes to the cus- 
tomer. 


Thurston for Swift 


Swift & Co., packers, will feature 
Thurston, the magician, in a new 
radio series starting Nov. 3 over a 
national NBC network. The program 
will be given on Thursdays and Fri- 
days. J. Walter Thompson Co. is in 
charge. 


New Canadian Daily 


Vancouver News, a morning paper, 
will begin publication at Vancouver, 
B. C., Nov. 1. G. Severtz is publisher 
and managing editor; J. A. Clarke is 
advertising manager, and H. E. Ben- 
dickson, circulation manager. 
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AKRON IS LISTED 
AS ‘GOOD MARKET’ 


Census Bureau Survey Shows City Better Buyer 


Than Population Indicates 


RANKS FIFTH IN STATE 


Efforts! 


¥ 


ECC 


Washington, Oct. 19, 1932.—Making 
public today an aid for analyzing mar- 
ketS in Ohio, the U. S. bureau of the 
census revealed that Akron, ranking fifth 
in retail sales among all cities in the 
state, buys more goods than the per- 
centage of its total population would 
indicate. 

Census bureau officials declared, on 
the basis of 1931 figures, that Akron 
is a ‘‘good market” and should be 
sought by enterprising retailers, search- 
ing for the best outlet for their goods. 
The bureau also pointed out that some 
lines of business are less sold in Akron 
than others, indicating that some com- 
modities are now undersold in the chief 


market of Summit county. 

The county also ranked fifth among 
all counties in the state in the volume 
of retail business it transacted in 1931, 
matching Akron again in the respect 
that it bought more goods in relation 
to its population than other counties. 


Purchase Rating High 

Bureau experts said the study of the 
Akron market, as well as those in other 
sections of the state, was conducted for 
the purpose of laying down a yardstick 
for prospective business interests to de- 
termine whether this particular business, 
selling food or shoes or a thousand other 
commodities, is overworking or under- 
working the local market. The inves- 
tigation also revealed whether the Akron 
trade area is a live market. 


Although the population of Akron is 
only 3.84 per cent of the state’s total, 
the Akron market purchased 4.% per 
cent of the total retail sales in Ohio 
during 1931. Similarly, Summit county, 
with 5.18 per cent of the total popula- 
tion, bought 5.79 of the total goods 
sold through retail channels. 

Upon the basis of the newly com- 
piled figures, dry goods stores and stores 
selling general merchandise were below 
the average in 1931 sales. 


Cigar Business Good 

The census figures showed that dry 
goods and general merchandise sales, in- 
cluding the five and tens, sold 3.56 per 
cent of the total sales in all large cities 
in Ohio last year. The largest per- 
centage, indicating greater demand or a 
more evenly worked market, was re- 
ported for Akron’s cigar stores. They 
did 9.79 per cent of the total large city 
business in the state during the 12- 
month period. 

Department stores did 7.35 per cent 
of the business, a little more than the 
average. All food stores did 4.77 per 
cent; filling stations, garages, etc., 4.17 
per cent, indicating the possibility of 
greater development; clothing stores, 
4.54 per cent; furniture stores, 5.18 per 
cent; radio and music stores, 5.30 per 
cent; drug stores, 5.53 per cent; all 
other, 3.20 per cent. 


GREATER CIRCULATION! 


SUPERIOR READER INTEREST! 
MORE CUSTOMERS PER DOLLAR! 


A Metropolitan Newspaper in a Highly Responsive Market. 


Represented By 


STORY, BROOKS & FINLEY 


Member A. B. C. 


A. N. P. A. 


Major Market Newspapers Inc. 


AKRON BEACON JOURNAL 
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HUGE RESEARCH 
PROGRAM BACKS 
UP SHELL COPY 


(Continued from Page 1) 


all remembered gasoline advertise- 
ments of all brands. 

Another indication of the attitude 
with which Shell is approaching its 
market, Mr. Ryan suggested, is its 
refusal to take anything for granted. 
For example, two gasoline campaigns 
during the past year have been di- 
rected to women, on the theory that 
since 35 per cent of the car registra- 
tions are in the names of women, 
they are therefore the gasoline 
buyers. 

Make Own Investigation 


Shell discovered by traffic counts, 
which were conducted at various 
filling stations for long enough pe- 
riods to obtain adequate samples of 
the trade, that only 16 per cent of 
the cars are actually driven by 
women, and 82 per cent by men. Con- 
sequently Shell is not advertising ex- 
clusively to women. 

The tests which have been made 
have been based on personal in- 
quiries by men and women investi- 
gators, and have checked motorists 
in parking stations, men and women 
on the street, etc. In addition mailed 
questionnaires have been used, and 
1,000,000 more of these are to be 
sent out to get the data which the 
company will use in determining its 
copy appeals. Over 20 per cent re- 
turns have been obtained from 
mailed questionnaires up to this 
time. 

Mr. Ryan emphasized in his talk 
that he is not asking the public to 
tell him which advertisements of 
gasoline they considered “best,” but 
only which are remembered. He does 
not believe that the average con- 
sumer can analyze his own reactions 
well enough to pass on the effective- 
ness of copy. 


“Gold Rush” Days Gone 


“We must improve our contacts 
with the public,’ Mr. Ryan said in 
addressing the convention. “The 
public judges the Shell corporation 
by what it thinks of the poorest 
dealer, and it judges outdoor adver- 
tising by what it thinks of the poor- 
est poster. The ‘gold rush’ days of 
advertising have gone; thank heaven 
the depression came along and forced 
advertisers to check their methods 
to insure the greatest possible re- 
sults.” 

Mr. Ryan explained to plant own- 
ers that the Shell company, which is 
using outdoor advertising liberally, 
wants their co-operation in getting a 
picture of the consumer and his re- 
actions. 

“We are spending millions of dol- 
lars a year in advertising,” he said, 
“and no one person’s likes or dis- 
likes are deciding our advertising 
program. We are putting it up to 
the consumer. Just remember that 
Goode and Rheinstrom showed in 
their book, ‘More Profits from Ad- 
vertising,’ that even professional ad- 
vertising men guess wrong 56 per 
cent of the time about what-kind of 
copy will pull best. The only way 
to avoid these errors is to let the 
consumer decide.” 

Mr. Ryan described the Shell copy- 
testing plan as the most complete 
ever evolved, and said that its ob- 
ject is to eliminate unprofitable me- 
diums, appeals and copy. Consumers 
have been observed at the service 


LEADS GASOLINE ADVERTISING IN EFFECTIVENESS 


Course-My Daddy uses Shell’ 


stations, without letting them know 
that they have been under observa- 
tion. The present effort, he said, rep- 
resents the first consumer survey in 
the petroleum industry, and will de- 
velop information which nobody ever 
thought of getting before. 

In the studies made at service sta- 
tions, details regarding the direction 
from which customers come, whether 
or not they get out of their cars, 
whether they have the oil checked, 
the radiator filled, the windshield 
wiped, etc., are obtained in order to 
get an idea of consumer buying 
habits. The location of advertising 
material around the station, as well 
as the use of other sales methods, is 
determined from information of this 
character. 


92 Per Cent Pay Cash 


Incidentally, since it was found 
that only 7 per cent of the customers 
were charge accounts, and that only 
1 per cent used coupon books, special 
sales promotion on these features has 
been abandoned, in favor of concen- 
tration on the 92 per cent of cash 
customers. 

Where samples of the trade are 
taken, complete individual sales an- 
alyses are made, including name and 
address, obtained by checking the li- 
cense number; new or old customer, 
details of purchases, time in station, 
etc. Sixty per cent of filling station 
customers get out of their cars, it 
was found, and the average time in 
the station in those cases was about 
six minutes. Information is gath- 
ered for every hour of the day and 
every day of the week. 

Vitally important information has 
been obtained through the _ sales 
studies regarding purchase of motor 
oil, the profit item of the business. 
Only 8 per cent ask for oil or an 
oil check, and of 51 requests made 
by the salesman for an oil check, 
six customers buy. As the result of 
special tests of plans to “get under 
the hood,” oil sales have been in- 
creased at selected stations as much 
as 40 per cent in a single month. 

Leach Co-operates 

“We have been doing some cold, 
hard thinking to get cold, hard 
facts,” asserted Mr. Ryan. “We 
haven’t been looking for information 
to support ready-made conclusions, 
but for the facts.” 

One way in which much valuable 
information has been gained is 
through the Leach Oil Company, 
which operates a gasoline station in 
Chicago. This enterprise is owned 
by Porter Leach, of the Outdoor Ad- 
vertising Agency of America, which 
handles the Shell outdoor account 
and uses this station as a laboratory 
for testing sales and marketing ideas. 

A large scale effort in mass adult 
education is being undertaken by 


Shell, 8,000 of whose employes are 
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—that Pictorial 
Review is the only 
woman's magazine 


that had more circulation 


in June, 1932, than in Feb- 


peak month? 


now taking a course in salesmanship 
through the LaSalle Extension Uni- 
versity. 

Shell salesmen are used to check 
the outdoor postings, and the plant 
owners are being asked to co-operate 
in helping them to make accurate 
checks. He urged especially that 
maps and other information be 
brought up to date, as some obsolete 
material is still in use. ‘ 


SELF-REGULATION 
IS PROPOSED BY 
OUTDOOR FIELD 


(Continued from Page 1) 


ton, Tex., vice-president; Leonard 
Dreyfuss, United Advertising Com- 
pany, New York, treasurer; John M. 
Paver, secretary; H. E. Fisk, general 
manager. 

In commenting on the need for the 
development of a specific and for- 


ward-looking public relations pro- 
gram, Mr. Kleiser told the conven- 
tion: 


Seek Satisfactory Program 


“We have been making contacts 
with public officials and civic organi- 
zations for the purpose of drafting 
a public relations program for sub- 
mission to this convention. It should 
prove beneficial to our members, and 
also will meet the demand from the 
public for the conservation of nat- 
ural beauty, while at the same time 
providing for the appropriate devel- 
opment of business along the high- 
ways. It will help to organize 
public opinion groups and others in- 
terested in this general subject, and 
at the same time will benefit rural 
areas in various ways.” 


The importance of the work of the 
convention in setting up the new leg- 
islative program now was empha- 
sized by the fact that most of the 
state legislatures will be in session 
early in 1933. 


One of the most interesting figures 
at the convention was Otis Shepard, 
famous poster artist of New York, 
whose poster, “It’s Spring—Get a 
Pontiac,” won the first prize in the 
national poster competition recently 
held in Chicago. He talked interest- 
ingly about his philosophy of poster 
design. 

“We must remember,” he pointed 
out, “that a poster is seen at a glance 
or not at all. I assume that it must 
be so designed that the entire idea 
can be grasped in two seconds. I 
experiment with my friends, and if 
I find that this objective is not ac- 
complished, I change the design. 


Must Have Simplicity 


“That means that the poster must 
have simplicity, with all extraneous 
and unnecessary details eliminated. 
There must be nothing in the design 
which will make it necessary for the 
observer to analyze or waver in his 
impression of the message which it 
was intended for him to receive. 
One stroke is better than many if it 
suggests exactly what the artist and 
advertiser are trying to convey. 


“Symbols offer opportunity to make 


posters most effective. The human 
mind thinks in terms of those things 
which suggest strength, beauty, sat- 
isfaction, and it is the task of the 
poster designer to introduce symbol- 
ism into his designs to the extent 
that they will make his idea clear 
and understandable to the mass of 
the people.” 


Frank M. Hopkins, National Out- 
door Advertising Bureau, criticised 
the plant owners for giving extra 
services such as postings beyond con- 
tract periods, saying that this tends 
to destroy uniformity of treatment 
to all advertisers. He urged the 
establishment of uniform practice in 
this regard. Similar sentiment was 
voiced by President Merton, National 
Lithographers’ Association. 


Donald Ross, Bromiley-Ross, Inc., 
urged that care be given to mainte- 
nance of plants in order to eliminate 
mutilated posters and other unde- 
sirable conditions. 


Vice-Presidents Report 


W. Rex Bell reported at the after- 
noon session as vice-president of the 
business development division; H. C. 
Macdonald, Walker & Co., Detroit, 
as vice-president for the educational 
division; P. L. Michael, Houston 
Poster Advertising Company, as 
vice-president for the plant develop- 
ment division, and J. B. Stewart as 
vice-president of the legal and legis- 
lative division. 


Hear Traffic Report 


At the Wednesday morning ses- 
sion, Dr. Miller McClintock, director 
of the Albert Russel Erskine Bureau 
for Street Traffic Research at Har- 
vard University, and A. R. Burnet, 
Erskine research fellow, made a con- 
fidential report of the progress of the 
joint project of the outdoor adver- 
tising association and the A. N. A. 
for the study of the relation between 
traffic and trade. The report will be 
completed about January 1. 


At the Wednesday afternoon ses- 
sion Kerwin H. Fulton, president of 
Outdoor Advertising, Inc., the na- 
tional sales unit of the industry, de- 
scribed the work which has been 
done during the past year. He em- 
phasized the necessity of developing 
a standard merchandising service for 
national advertisers. He urged bet- 
ter methods, including the establish- 
ment of a yard-stick of value, in han- 
dling painted bulletins. 


Agencies, he said, are eager to 
learn more about outdoor advertis- 
ing, and to become as familiar with 
the medium as they are with others 
in use of which they have been 
active. 


George Wharton Pepper, former 
United States Senator from Pennsyl- 
vania, who is counsel for O. A. L., 
spoke on the service which the out- 
door industry can render to business 
and the public, and _ particularly 
praised the work which has been 
done in displaying posters in aid of 
unemployment relief and other wel- 
fare projects. 


Considerable interest was shown in 
new ideas presented in the exhibits. 
Action features developed by the 
Animation Company, of Miami, Fla., 
the Gritt Company, of Indianapolis, 
and Action Advertising, Inc., of De- 
troit, attracted attention, as well as 
the new neon bulletins demonstrated 
by the Western Luminous Company 
of St. Louis. 


LEONARD'S 1933 
CAMPAIGN TO BE 
‘BIGGEST EVER 


Detroit, Mich., Oct. 27.—Introdue. 
tion of the 1933 line of Leonard Re. 
frigerator Company will be backed 
by the largest advertising appropria- 
tion in the company’s history. 


The new series will consist of ten 
models, lowest-priced of which wil] 
be $112 at the factory, installation 
and tax paid. 


Distributors were shown the new 
models at the recent annual conven- 
tion of the company in Detroit. An. 
nouncement to the trade as a whole, 
however, will not be made until De- 
cember when an extensive list of 
business publications, addressed to 
furniture, hardware, electric and ac- 
cessory dealers and department 
stores will be used. 

National magazines, starting with 
January issues, will carry more 
Leonard space than ever before, and 
a national newspaper campaign will 
follow in early Spring. 

This schedule, directed by Brooke, 
Smith & French, Inc., Detroit, will 
be supplemented by co-operative out- 
door and direct mail campaigns, 
placed by retailers after the first 
public announcement. 


New Developments 


Among the new developments 
which copy will extoll will be an ar- 
rangement calculated to eliminate 
defrosting difficulties. Known as the 
“Steady-Kold Defroster,” the feature 
will make it possible to maintain ice- 
keeping and food-preserving temper- 
atures while the process of defrost- 
ing is going on. 

A new space saver will be the 
“Dairy Basket’—an improvement on 
the “Egg Basket,” an exclusive Leon- 
ard feature of last year. Another 
new feature will be the telescoping 
upper shelf. The section next to the 
cooling unit is so constructed that 
it slides under the other portion of 
the shelf, thus providing additional 
room for tall bottles. 

The “Len-A-Door,” a foot pedal ar- 
rangement which opens the door at 
the touch of the toe, enabling the 
housewife to gain access to the in- 
terior of the cabinet with both hands 
full, will be retained. 


Rankin Affiliates 


William H. Rankin Company, New 
York, has secured direct representa- 
tion in Tulsa and the southwest 
through affiliation with T. C. Allen 
Co., Tulsa. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


AGENCY MAN AVAILABLE 


An A-1, former 4-A agency member, 
with background of 19 years’ success 
in every phase of agency practice, 
more particularly in selling and con- 
tacting, is available. Very highest 
references as to character and abil- 
ity. Address Box 154, ADVERTISING 
AGE, Chicago. 


ASSISTANT TO EDITOR 


Young woman writer of exceptional 
ability, expert re-writer, interviewer 
and manuscript reader; 9 years’ eX 
perience publishing, advertising, 
law; A-1 stenographer; college grad- 
uate; 30; now employed as editor's 
assistant on national trade journal. 
Seek change for legitimate reason. 
Address Box 155, Advertising Ag® 


Chicago. 
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Barnard in New Post 


Kenneth Barnard, Los Angeles, has 
been named manager of Chicago Fet- 
ter Business Bureau, succeeding 
Flint Grinnell, who resigned to be- 
come manager of “Chicago Shopping 
News.” 


Kildall to Greve 


Kildall Co., Minneapolis, ludefisk, 
has placed its account with Greve 
Advertising Agency, St. Paul. Radio 
will be used to introduce a new can- 
died cod liver oil. 


Liggetts Distribute 


Liggett’s drug chain is distribut- 
ing 350,000 eight-page tabloid cir- 
culars in Chicago this week, featur- 
ing a one-cent sale, through Big 4 
Advertising Carriers. 


Crane Joins WMAQ 


A. G. Crane, for several years on 
the staff of Chicago Daily News, has 
joined the advertising staff of 
WMAQ, Chicago, and associated sta- 
tions. 


this year? 


: — ‘ 
hy-. CA PREPARE 
Peg Sf - 
your Holi- 
day advertising now! Give it 
the time and thought it re- 
quires now instead of a last 
minute rush with its inevit- 


able disappointment. You 
want Christmas business. Let 
us design the advertising 
which will produce it. Call 
for service man. He has had 
experience — can save your 
time — and produce sales. 


Jahn & Olllier Engraving Co. 
Telephone MONroe 7O8O 


817 W.Washington Bouleverd 
Swe ee 


ONE OF STANDARD OIL'S TEST CAMPAIGNS 


Vote for Him 
by Name on Cap 
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STANDARD OIL SERVICE 
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This contest in St. Louis brought in 


30,000 votes. Note the ballot in 


the copy. 


CRASH 


Into a 

Million 

Homes 
Effectively and at Small Cost 


House-to-house distribution and 
sampling campaigns meet the 
present day conditions — get 
prompt results—secure dealer 
cooperation. 


National advertisers who 
have used our services include: 
Ralston Purina Co., National 
Biscuit Co., J. F. Jelke Co., 
Cross & Blackwell, General 
Foods, McCoy Laboratories, 
Ironized Yeast Co., J. Harrison 
Whitehurst Co., and many 
others. 


Consult us if you have a problem in 
the Chicago Market. 


Big 4 Advertising Carriers 
20 E. 8th Street Chicago 


_— 


ASLIDE RULE forcirculation figures 
_ There are several ways of read- 
ing an A. B. C. statement. There 
ls one right way—match the qual- 
Ity and method of coverage 
against the location of your poten- 
tial market. Now is the time to 
trim wastage. ARCHITECTURE 
has a Slide Rule for the interpre- 
tation of its Preferred Circulation. 
May we show you how it works. 
Charles Scribner’s Sons, Publishers 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirtH AVENUE New York 


BELIEVE TESTS 
ARE VALUABLE, 
SO START FIVE 


(Continued from Page 1) 


Station No. 26 being voted the most 
popular Standard Oil “Servisales- 
man.” The St. Louis popularity cam- 
paign polled 30,000 votes. From this, 
Mr. Steele will also learn what effect 
a sales force which knows its every 
action is under the motorist’s 
scrutiny, has on volume. 

The “complete line’ copy features 
not only Standard’s three gasolines 
and motor oils, but Atlas tires and 
tubes, tube patches, greasing service, 
Semdac auto polish and furniture 
dressing, Finol (a light machine oil), 
Superla insect spray, Postal Tele- 
graph service, free road maps, a 
“Places to Go” booklet and clean rest 
rooms. 

This copy, running in color roto, 
queries: “Why make special trips to 
purchase tires, tubes or insect sprays 
when one stop at a Standard Oil sta- 
tion takes care of them all?” 


Appeal to Farmers 


Direct mail to farmers is supple- 
menting the newspaper copy in the 
Mankato territory. It takes the 
unique form of a private color comic 
section of four pages, tabloid news- 
paper size. The innovation appar- 
ently hit the bull’s-eye, as it was 
extended to Minneapolis rural ter- 
ritory this week. This increases 
bi-weekly distribution to 119,000 
copies. 

The first page of the comic sheet 
portrays the adventures of “Si and 
Mirandi,” who once romped through 
the comic sections of newspapers 
under the guidance of the widely 
known F. Opper. 

There is no reference to Standard 
Oil in this strip, but if the reader 
tunes in on Station WCCO any week 
day at 12:30 he will be reminded 
that Si and Mirandi are employed by 
S. O. I. Page 2 of the sheet is de- 
voted to “Pesty and His Pop,” for the 
farm kids, while “Smiling Slim” oc- 
cupies Page 3. He, too, appears on 
WCCO. Page 4 is devoted to display 
copy, featuring, in one instance, 
Standard Oil’s “extended dating 
plan,” which allows the rural con- 
sumer to pay when he cashes his 
grain crop. 

The “assembled carload plan,” by 


motor oil, grease and specialties in 
large lots at special quotations, is 
also explained. 

Out of these combinations of news- 
papers alone, direct mail alone, news- 
paper plus radio, direct mail with 
radio and spot radio alone, Mr. 
Steele will be able to look over the 
sales figures and draw some valuable 
deductions in the light of his knowl- 
edge of local conditions throughout 
the company’s territory. 


I.C.C. Disavows 
Authority Over 
Radio Networks 


Washington, D. C., Oct. 27.—The 
Interstate Commerce Commission 
yesterday held that radio broadcast- 
ing companies are beyond its juris- 
diction in dismissing a complaint 
against National Broadcasting Com- 
pany and others brought by Sta- 
Shine Products Company, Brooklyn. 

The complaint alleged that rates 
and practices of the defendant broad- 
casters are unreasonable and dis- 
criminatory. 

Although the commission has juris- 
diction over common carriers en- 
gaged in the transmission of intelli- 
gence by wire or wireless for hire, 
it held that broadcasting is not in- 
cluded in these classifications. 

The first attempt at public broad- 
casting was made almost ten months 
after the I. C. C. was given jurisdic- 
tion over the transmission of wire- 
less messages. 


Have No Authority 


“The provisions of the act,” the 
commission held, “are undoubtedly 
lapplicable to the transmission of 
wireless messages by persons or con- 
cerns engaged in the transmission of 
such messages aS common carriers 
for hire, that is, common carriers 
holding themselves out to transmit 
for the public at large and deliver 
such messages to a designated re- 
ceiver. 

“But can it be construed as apply- 
ing to persons or concerns engaged 
merely in the business of broadcast- 
ing as ‘performed by defendants 
here? We are of the opinion that it 
can not be so construed.” 


Lewis with Institute 


Leon H. Lewis, associate member 
of Cruttenden & Eger, Chicago 
agency, was appointed executive sec- 
retary of Ice Cream Cone Institute 
of America at the organization’s 
meeting in Detroit. He will also 
handle sales promotion and adver- 


which the agriculturist can buy 


tising of the institute. 


44%, of Native 
White Families 
Have Radio Sets 


Washington, D. C., Oct. 27.—Radio 
sets are owned by 44.4 per cent of 
the native white families in the 
United States, by 43.6 per cent of the 
foreign-born white families, and by 
7.5 per cent of the negro families, 
the Bureau of the Census has an- 
nounced following final tabulation 
of the figures gathered in April, 1930. 
Of the total of 29,904,663 families 
at that time, 12,048,762, or 40.3 per 
cent, owned radio sets. Exactly half 
of the 17,372,524 urban families had 
radio sets, while only 20.8 per cent 
of the rural-farm and 33.7 per cent 
of the rural-nonfarm families had 
sets. Of the total number of farm 
families, including the small number 
in urban territory, 21 per cent had 
sets. 

Of the native white families, 56.3 


per cent of the urban residents had 
sets; 24 per cent of the rural-farm; 
and 37.4 per cent of the rural-non- 
farm. 

In the foreign-born white families, 
46.2 per cent of the urban residents 
had sets; 32 per cent of the rural- 
farm; and 35.1 per cent of the rural- 
nonfarm. 

Of the urban negro families, 14.4 
per cent owned sets; .3 per cent of 
the rural-farm; and 3 per cent of the 
rural-nonfarm. 


Radio Papers Merge 
Radio Call Book and Technical Re- 
view have been purchased by Teck 
Publications, Inc., New York, pub- 
lisher of Radio News. The new maga- 
zines will be merged with the Decem- 
ber issue. 


Baldwin Entertains 


William M. Baldwin, director of 
advertising, Pierce-Arrow Motor Car 
Co., entertained the Shrine club of 
Buffalo Tuesday with a movie show- 
ing speed tests of a Pierce-Arrow car. 


ing design was— 


ANOTHER POSTER HIT 


declared in a recent extensive survey to represent 75°, 
of all remembered" Shell outdoor advertisements. 


The lithographer selected to reproduce this outstand- 


EDWARDS & DEUTSCH LITHOGRAPHING CO. 
Offset, Poster, Color, Commercial Lithographers 
2320-2336 Wabash Ave., Chicago 


at 
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BUILD UP FAMILY RESEMBLANCE FOR CHEESE 


Fred Hauck, Batten, Barton, Durstine & Osborne, Chicago, designed 
these packages for Pabst cheese. The six different items in the line 
are distinguished by different color schemes. In display, the diagonal 
lines make interesting and effective patterns which carry the eye from 


unit to unit, and create a maximum impression of size. 


DEFINITE INFORMATION ON TRADE-INS 


—saved 


ae my old car wasa peach, 
but when I figured out what I 
could save by trading it in now on 
a new Dodge with Floating Power, 
my eyes were opened, Repair bills... 
new tires—all these expenses I cut 
out. And of course I got a bigger 
allowance than I could hope to get 
later. Isaved more than $150—and I 
own abeautiful new Dodge besides.” 
You, too, may be able to save 
money by trading in your old car 
now. Try a new Dodge, anyhow... 
whether you intended to buy or not. 


*150&" 
says H. S. McCracken 
2640 Shields Ave., Chicago 


‘BOUGHT NEW DODGE 


You'll get a thrill from its peppy per- 
formance, its smoothness, its good 
looks. Go to your nearest Dodge 
dealer today, or mail coupon below. 


tHe NEW 
DODGE 


with Sloating Power 


DODGE BROTHERS CORPORATION, Dept. M-12, Detrait, Mich. 
Tell me what I can get for my old car by trading it in now. I am drivings 


Make 


Name 


Year Model, 


Address 


Newspaper copy for Dodge Bros. Corp. is featuring local testi- 
monials and coupons which bring the reader a definite trade-in 


value for his present car. 


SEALED POWER AUTOGIRO CLAIMS RECORDS 


COMPLETES SERIES 


LIGHT 

LIGHT ITALIC 
BOLD 

BOLD ITALIC 
ZEPPELIN 
BLACK 


CONDENSED 
Light & Bold 


With the addition of Prisma, Zep- 
pelin and the condensed styles, the 
popular Kabel family is now com- 
plete. Continental Typefounders 
Assn., New York, has just issued a 
booklet showing all of these faces 
which is available on request. 


AIDS BULK SALES 


Coca-Cola Bottling Co., New 
York, bought 500,000 of these 
bottle packages from Gibralter 
Corrugated Paper Co., North Ber- 
gen, N. J., in the past six months. 
Dealers are supplied with assort- 
ments of four kinds with different 
messages on each side, so that 
eight cartons can be made into a 
window display. 


In the ten months this autogiro has been flying for Sealed Power Corp., it has flown 690 hours « 
carried 3,066 passengers in covering 60,000 miles through 22 states and Mexico. 


“To 


seacenhra wee : 


ate in town. Tasteless 
“bargain bread” 
was to blame 


Sa PENNDERTTTTTTETE| 
BUT, DICK, YOURE | 
EATING IN TOWN! | 
PLEASE COME HOME! 


DICKS COMING HOME! 
| WONT YOU BOTH STAY? 


ae: 
et re Tato 


| HUNGRY? 
Gd 
aS 


A 


‘| WONDER BREAD... 
WHY DOESNT IT GET 
STALE LIKE ANY 
OTHER BREAD? 


WELL, IM 


QW CERTAINLY @ 

p f NOT HUNGRY 

4 ] ENOUGH TO BE 
i DANGEROUS 


HURRY YOUR HUSBAND HON! 


Smart women know that meals area® 
important part of every husband's lif 
That's why wives by thousands serv 
Wonder Bread. It's made of the finest 

agredients. 
Slo-baked. 
Makes every 
meal worth 
hurrying home 
for! 


\- te: Eee 


Current newspaper copy for Continental Baking Co. has dressed i 
the comic strip with a pictorial heading. 


i 
NEXT DAY 
|. THOUGHT YOU 


rae lol 
WERENT HUNGRY! DICK, STAY IN TOW! 
= AND EAT WITH US | \ 
LA 


IN 
CANT 


HOW DID | KNOW 
YOU HAD BREAD 
LIKE THIS? 


PICKED FOR STORY-TELLING VALUE 


This photograph is one of the 100 best in the exhibition of photo 
graphs for art and industry sponsored by the National Alliance o 
Art and Industry which opened at the Art Center, New York, last 
week, and will remain there until Nov. 5, when it will be sent to other 
cities. The picture was used to advertise the eye lotion of Kath 
leen Mary Quinlan, New York, and was judged particularly strong 
in story-telling value. H. Foster Ensminger, New York, is the photog 

rapher. J. Walter Thompson Co. is the agency. 
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